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‘“ 


reatest Washer Special 
all time .... now on sale” 


You laundry appliance dealers who do a volume business know the importance of promoting. 


The problem is to find promotions that pack a sales punch! And pay a profit! 


Here, for the first time, we are unveiling in trade paper print, the super-value washer that holds 


an all-time industry record for consistentiy successful promotions! 


It’s the famous Speed Queen F701 


The trade popularity of this “special” is so great that we may be making a mistake in running 


this ad. The supply is never sufficient to satisfy the total dealer and consumer demand. However. 


we have stepped up our production quota for this big fall campaign. We should be in a position 
to take on a few new accounts 


If you're interested, we suggest that you phone “Black 46° at Ripon 


SPEED QUEEN a division of McGraw-Edison Company — Ripon, Wis. 





America’s most complete and balanced line of home laundry equipment 


{ Stainless Steel Economy 
Model 91 \ “ Model 80 Model 50 Model 31 Royal Pair Royal Pair 























SPOTLITE. --@ quick look at what's going on 


The big fall selling season gets underway 
this month and it's obvious that the industry 
is growing increasingly confident about busi- 
ness prospects for the month's ahead. There's 
a new sense of confidence in the air. It's 
obvious among dealers (page 15) and now, 
according to the highly-regarded Survey Re- 
search Center at the University of Michigan, 
it's also growing among consumers. Even 
though consumers aren't as optimistic as 
last year, their attitude has improved 
since the first of the year (page 25). 

Dealers, of course, have good reason for 
being optimistic. One of them summed it up 
neatly: last spring we never dreamed that 
things would be as good as they are now. Sta- 
tistical evidence of how much retail business 
has improved can be found in ELECTRICAL 
MERCHANDISING's "How's Business" chart 
(page 22). With a single exception, each 
product showed a decided gain in June over 
May (when compared to last year's figures). 
Dryers, which were down 16 percent in May, 
were down only four percent in June and 
freezers which surpassed the May, 1957, mark 
by nine percent were running 29 percent a- 
head in June. The single exception was air 
conditioning; once again the weatherman was 
being blamed in many areas for extremely 
disappointing air conditioning volume... 

The somewhat distraught air conditioner 
industry found the government adding to its 
troubles last month when the Internal Revenue 
Service announced that it plans to apply 
the 10 percent excise tax to all room units 
regardless of capacity. Up until now the 
tax has applied only to units of one or more 
horsepower compressor capacity. In still 
another tax case the U. S. Court of Claims 
has ruled that the charge of a five-year 
service warranty on refrigerators is subject 
to excise tax. The decision in effect re- 
verses earlier rulings on the question... 

Future business historians who set out 
to analyze what happened to spark this 
year's business recovery may very well give 
a major share of the credit to new products. 
The "How's Business" figures cited earlier 
show clearly that relatively unsaturated 
items like freezers, water heaters and dish- 
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washers have been setting the pace this 
year. The surprising interest in stereo is 
quickening prospects in the radio-phono 
field this fall. 

Dealers were also finding themselves being 
courted by manufacturers of products new to 
the appliance-radio-TV field. A major over- 
ture along these lines was made by ex-tele- 
vision and appliance executive Eugene Tracey 
who announced plans to market his Magnus 
electric chord organ through appliance out- 
lets. Tracey was offering a hot price ($130) 
and a strict price protection policy 
under which Tracey promised to pull the 
line from dealers--even key accounts--- 
who cut prices in any way. 

Still another new field showing consider- 
able activity was electric house heating. In 
Chicago, Commonwealth Edison announced a new 
rate and a new promotional program designed 
to stimulate electric heating. In Indiana- 
polis, 67 homes in the $10,000 price range 
were equipped with units manufactured by 
Markel Electric Products. And in St. Charles, 
Ill., Hotpoint was installing its newly 
developed baseboard units in a new subdi- 
vision. General Manager W. C. Wichman 
pointed out that electric heat appeared to 
be a product ideally suited for specialty 
dealers... 

New approaches to old products were also 
paying off for dealers. A good example is 
television which has become a replacement , 
business, requiring new merchandising ap- 
proaches and techniques (page 41)... 

Also looming large in the optimistic 
outlook for fall is the probability of 
heavy Christmas business. And because 
Christmas actually begins in October for 
retailers, ELECTRICAL MERCHANDISING 
next month will devote its pages toa 
merchandising manual on Christmas selling. 
There will be tips on advertising, display, 
and gift wrapping plus a mass of sta- 
tistics outlining the possibilities in 
Christmas merchandising. Watch for it... 

Also coming, in November, is a special 
issue devoted to store modernization. For 
dealers it should be an invaluable guide in 
updating their physical facilities. 















Another merchandising plus! 
Roll About Budget Model PDW-102 


TV Demonstrations 


Introduced by Lucy herself on the first Westinghouse 

Lucille Ball-Desi Arnaz Show, October 6. Time your advertising 
and promotions in October and November for Tuesdays after 

TV demonstrations. Let Lucy help you move the Westinghouse 
ROLL ABOUT out of your store and into your customers’ kitchens! 


Newest addition to the Shape of Tomorrow Major Appliance Line 
... from the modern Westinghouse plant in Columbus, Ohio 


Imperial ROLL ABOUT — 
Model PDW-103 
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TO MOVE! 


PRESENTS A NEW WONDER ON WHEELS... 


poi, ROLL ABOUT 


DISHWASHER WITH ALL THESE SELLING ADVANTAGES! 


Show its ROLL ABOUT convenience. Rolls anywhere for 
loading, rolls to sink for washing, rolls to cabinets for storing. 
Rolls on special ball bearing wheels—on rugs, over door sills! 





\LY 


Sell its Power-Temp Drying. Hurricane of fan-forced heated air 
is driven across the dishes for fast, spotless drying. 


Show its “no installation” advantages. The ‘‘2-in-1” hose 


Sell its HOT WATER BOOSTER. Another Westinghouse en- 
gineering advance—the biggest exclusive selling feature in the 
industry. Guarantees 140° water during full wash and final 
rinse cycles. Water is heated if necessary. Dishwasher cannot 
cycle until temperature is exactly right. 


Show its exclusive Detergent Storage Bin. Whole box of de- 
tergent stores handily in hideaway backsplash compartment. 


connector snaps on to faucet adapter. Extra long hoses and 
power cord remove easily, store in hideaway compartment at 
back. ROLL ABOUT is 23 inches wide, fits in anywhere! 


Sell its Porcelain Enameled tub and inner lid. Won't peel, 
scratch or stain . . . self-cleaning every time. New rack design 
speeds loading of full capacity tub. Non-chip Fiberglas lid sur- 
face cleans easy as counter tops. 









Here’s the big double page announcement to over 6,000,000 

readers of Better Homes & Gardens, House Beautiful, The 

New Yorker and Sunset magazines. It will develop prospects 
for your store with an Introductory Money Back Offer. 


MOVE IT 


with Introductory Money Back Offer! 


Tie in with this national promotion in your advertising. Let the ROLL ABOUT sell itself in actual operation, 
in your prospects’ kitchens! Support your proposition with a money back guarantee. Feature the ROLL ABOUT 
. in your store activity . . . get complete details and promotion package from your Westinghouse Distributor. 














Ass trance 


Westinghouse Appliances 
in the Shape of Tomorrow 


as you CAN BE SURE...1F «sWesti nghouse 3 " 






Major Appliance Division, Columbus, Ohio 
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A fast start ...staying out in front all the way. That’s the wasTE KING WASTE KING 

Super Dishwasher-Dryer with sEvEN exclusive features. CORPORATION 
In just a few months, WASTE KING distribution has pouBLED! Dealers 
coast to coast are finding spotless drying, better washing, quiet opera- 


tion, interchangeable front panels, humidity-free drying, pre-rinsing, 





huge capacity turn lookers into buyers. Everywhere —sales are up! 
3300 East 50th Street 
Set the pace with wasTE KING— America’s fastest growing appliance Los Angeles 58, California . } 


manufacturer. See your WASTE KING DISTRIBUTOR... or write for full DISHWASHERS « DISPOSERS 






facts today to: BUILT-IN RANGES + INCINERATORS 


Sport cars courtesy of Italiano Motors, Burbank 


Advanced knowledge, pace-setting tech- Exacting quality control, maximum-standard Strong advertising and sales promotion on 
niques go into every WASTE KING appliance. manufacturing methods go into every WASTE a week-in, week-out basis coast to coast back 
KING appliance. WASTE KING appliances. 


You know: if it’s WASTE KING it’s right! You know: if it’s WASTE KING, it stays right! You know: if it’s WASTE KING, it sells right! 


rrr —t*S 
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genuine buff-white 
stonewore with 
attractive gourmet 
design 


buffet “patio 
erving set 


popular gift favorite helps serve many 
foods deliciously hot — indoors and out. 


Get set for the big holiday buying season 
ahead with West Bend’s new Buffet-patio 
Server Set. Here’s Grandma's old fashioned 
bean pot with the glamor and appeal of 
electric convenience. Here, too, is a versatile 
multi-piece appliance that’s budget priced 
for every gift buyer. Many easy-to-sell 
features: 2 qt. family size; 4 matching 10 oz. 
servers; separate chrome plated heating base 
for easy cleaning. 


Complete Buffet-patio Server Set....$9.95, retail 
Buffet-patio Server and base $6.95, retail 


Dept. 189 


WEST BEND ALUMINUM CO. 
West Bend, Wisconsin 





SLOW BAKED BEANS 
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What makes HOOVER the biggest name in floor care? 


dite SPATE Rta 9s 
ras 


VEEL 4b 64, 





It’s the Hoover bonus that’s rarely needed! For 
Hoover appliances are engineered to stay on the 
job, year after year. 

But if service is needed, Hoover offers the best - 
both for you and your customers. That’s especially 
important in these days of generally poor appliance 
servicing which so often creates dissatisfied 
customers. 

We have 210 service stations, manned by trained 








mechanics and strategically located throughout the 
country. What’s more, most of these service stations 
stock parts for even 25-year-old Hoover cleaners! 
So a replacement part is seldom more than a day 
away from you. 

It’s that kind of service that keeps Hoovers in 
service (instead of in the shop). Nice to remember 
when you’re selling a customer a cleaner or polisher. 
The Hoover Company, North Canton, Ohio. 


rIRAS tran rertY. tease 
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ELECTRIC RANGES 
CUSTOMLINE °* 


Since Hotpoint developed the first electric range, this com- 
pany has been dedicated to the continuing search for new 
and better ways to help the American housewife. 

We know that only by looking to the future can we assure 
Hotpoint Dealers of continuing product superiority and en- 
during customer satisfaction. 

The maintenance of Hotpoint product progress is the re- 
sponsibility of many highly specialized groups. One is the 
Research Section, whose functions fall in the areas of chem- 
istry research, thermal research, and physical research. 

Our job is to seek new processes and new materials, new 
products and new features. We’re concerned with the laws 


that govern food preservation and food cooking—prevention 


“a continuing 
flow of new 
and exciting 
selling features...” 


OP 4 Ze 


O. G. } OLE! 
Manager of Research 


Hotpoint Co. 





of rust and corrosion — more effective insulation of our 
products—and many other challenging possibilities. 

From conclusions based on years of research have come 
many worthwhile product improvements—such as the long- 
lifed Calrod® heating unit, double detergent dishwashing, 
spotless rinsing process, treated rinse for automatic washers, 
and a rust-preventing chemical additive that adds years to 
the life of a Hotpoint water heater tank. 

Right now our research people are studying other ideas 
which will bring greater values and more efficient perform- 
ance to Hotpoint customers. For Hotpoint Dealers, that 
means a continuing flow of new and exciting selling features 
in 1959 and the years to come. 


Hotpoint Dealers’ profit opportunities are greater than ever before... 






LOOK FOR THAT 


DISHWASHERS DISPOSALS ® 





If you’re not a Hotpoint Dealer — you should be! 


DIFFERENCE! ( your & 


REFRIGERATORS * AUTOMATIC WASHERS °* 
* WATER HEATERS °* 


Ztowers do!) 
HOTF NT ( A General Elect 4 HICA 44, 


CLOTHES DRYERS 
FOOD FREEZERS «: AIR CONDITIONERS 
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COMBINATION WASHER-DRYERS 
TELEVISION 
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The distribution revolution is continuing. 

In recent months the industry has been preoccupied with 
sales figures and product developments. It is hardly sur- 
prising, therefore, that many people have overlooked recent 
developments in two key marketing areas: the role of the 
independent distributor and the merchandising role of the 
power company. 

In each case this summer’s developments have tended to 
confirm conclusions drawn some time ago: that the inde- 
pendent distributor’s role continues to be a precarious one 
and that more and more utilities are withdrawing from 
active merchandising. 

Proof of the latter can be seen in the abandonment of 
merchandising by Long Island Lighting and Central Maine 
Power Co. Long Island Lighting put it simply: where once 
its offices were virtually the only appliance outlets, today 
there are modern stores throughout the area. 

Midsummer also brought to an end the appliance dis- 
tributing activities of three particularly well-known ap- 
pliance distributors. They were Gross Distributing in New 
York (now concentrating on marketing its Capehart line 
of radio-phonos), Brennan Appliances in Detroit, and J. N. 
Ceazan, Los Angeles (giving up appliances in favor of 
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other merchandise). Although reasons for the action varied 
in each case, the simultaneous moves by three well-known 
firms came as a powerful reminder to the industry of the 
state of health of its independent distributors. 

* 

Would you believe that almost 53 percent of your cus- 
tomers are “interested in or need” a washer, dryer or 
ironer? 

Or that almost 41 percent feel that way about a dish- 
washer? And that 46 percent want a disposer or incinerator ? 

Those figures are the result of an analysis of entries by 
80,000 homeowning families in the Home Improvement 
Council’s “How’s Your Home” contest. 

Air conditioning was the home improvement desired by 
the largest percentage (69.73 percent). Other appliance 
figures include: oven or range—44.67 percent; freezer 
and/or refrigerator—54 percent; electric blanket or air 
conditioner for bedroom—40.67 percent; and cleaning 
equipment—34.53 percent. 








* 
Department stores have succeeded in recapturing some 
of the appliance business they lost during the post-war 
years. The National Industrial Conference Board estimates 
(Continued on page 10) 
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first of its kind ...a new dimension in listening ! 


VEN HI-FI FM/AM 
STEREO RADIO 












Revolutionary in sound, style versatility, Arvin 
adio offers the ultimate in audio enjoyment 


sibilities in a vast and virgin market. Model 


ONLY ARVIN offers such a handsome, compact 


Hi-Fi FM /AM radio plus matching amplifier speaker 


stereo twosome — 


~ ALL 


\\ 





T ii e Transformer type 
;QQ e 2 Alnico 


cally balanced 


taneously fo 
connection to 


" S S= ZA er or other Hi-Fi system 


” <a 


(©@)) (((CO) ys Push-butt 
‘\ ‘y Lo —<H @ Freq 
e Phon 
wer e Gyrosco 
CH li TIT \ © Separate tone 

I MN | | 
? » @ Beautifu 
x 66 = mo OF aitaeal 


OFF 


Electronics & Appliances Division 
Arvin INDUSTRIES INC., Columbus, Indiana 


Arvin also makes Phonographs, Portable Electric Heaters, Car 
Heaters, Ironing Tables, Outdoor Grills, Leisure Furniture and 


Electric Fans 


s new stereophonk 


opens immense new sales pos 


THESE PREMIUM FEATURES 


e@ 9 tubes plu 


@ Separate AM and FM tuning 


Mil @ 7-watt push-pull output 
tt 





trend commu: 


that the big stores now han- 
dle 10.5 percent of the na- 
tion’s appliance purchases. 
This is down from 13 percent 
in 1949 but up from a low of 
8.5 percent in 1953. 

The NICB attributes the 
comeback to several factors. 
The shopper is less inclined to 








be price conscious during a 
period of expanding incomes, 
the Board points out. The 
study also suggests that de- 
partment stores have made 
price concessions while dis- 
count houses have experi- 
enced cost increases which 
have meant higher prices. 
* 
New light on why people 





buy appliances is furnished 
in a study conducted at the 
University of Michigan. Eva 
Mueller of the Center’s staff 
reports on her findings in a 
new book, “Consumer Be- 





havior: Research on Consum- 
er Reactions”. 

Dr. Mueller’s key finding is 
that interest in new product 
features leads to increased 
buying of household goods. 
Among urban families who 
owned late model refrigera- 
tors in good condition at the 
beginning of the year-long 
test, purchases of brand new 
models during the year were 
three times higher among 
those who expressed interest 
in new product features.. 

Substantial sales of new 














appliances seems to revolve 
around “innovation-minded”’ 
families which have these 
characteristics : 

(1) Middle-aged, married, 
have children 

(2) Incomes of $5000 or 
more 

(3) Have recently had in- 
come increases 

(4) Own home and four 
major “traditional” appli- 
ances 

(5) Believe it’s a good time 
to buy 

(6) Have friends who own 
new appliances. 

These families do not “pio- 
neer” the new products, says 
Dr. Mueller, but they do play 
a key role in determining 





whether or not it gains mass 





*Prices slightly higher 
far West and South 
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WHAT’S NEW IN TIMERS ? 


THE SNOOZ-ALARWM' TIMER 





with the hottest, newest, fastest selling 
feature in clock-radio history 


Here’s a star salesman for you! It’s the 





s . i< 
Snooz-Alarm* Timer—sold in more than 14% of P - 
clock-radios in its first year. It promises to be = ABS / 
the greatest innovation since Telechron Timers _—<E. & 
introduced the sleep switch—and even more Here's how it works: It wakes you to music 


with the assurance of a buzzer 10 minutes later. 


successful. Here’s why! The revolutionary 
Snooz-Alarm* is the only timer that wakes 
you to music, lets you snooze to music, then 


calls you by buzzer again, and again, and again! 


It’s fun and easy to demonstrate and your 


set-it forget-it customers will love the idea! 


: This exciting Snooz-Alarm* Timer is further 
evidence that Telechron Timers, long the estab- 
lished leader, continues to be first with the new 
and important features in timing. For style- 
minded buyers, Telechron Timers are design- 
; matched to complement your most modern 

product. Famous for long life and service-free 

operation, Telechron Timers set the standards 


by which other timers are judged. 


And you'll find they’re competitively-priced 
to out-value competition! 
Telechron Timers, Clock and Timer Depart- 


. ment, General Electric Company, 420 Homer 
Avenue, Ashland, Massachusetts. 


* Snooz-Alarm is a Trademark of General Electric Company 





with the added assurance of six more 


n buzzer-calls at seven-minute intervals. 
" TE LEC H RO N Tl M E RS ... especially designed for set-it, forget-it living 
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There is a Telechron Timer or Motor for every product that needs timing 





ELECTRICAL MERCHANDISING—SEPTEMBER, 





1958 





HAP)Y HO LiDAY PROM 









Electric 
Knife and Scissors Massage 
Instruments 


from $19.95 retail 


Sharpeners from 
$14.95 retail 


original blender 
from $29.95 retail 


yh ey A 
~~ _ a 
(yi Electric io 


Massage Pillows Ge» 
from $14.95 retail 








(ys Portable 


Electric Mixers 
from $19.95 retail 


Hair Dryers Meat Grinder 
from $19.95 retail $49.95 retail 


FAA (ys Electric (ys Electric 
2 
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It’s the greatest Christmas selling package ever. This we 

really mean! Has everything you want, expect and need... 

plus a GREAT BIG PLUS—a magic ingredient that directs 

heavy Christmas traffic to your store, to your electric 
IVE BETTER housewares department, to your Oster display. Well worth 

2 Electrically waiting for. And you won’t have to wait long. For your 
happiest holiday, tie-in with the HAPPY HOLIDAY 

PROMOTION. Hardest-working promotion in Oster history. 


ohn Oster MANUFACTURING CO., DEPT. L8, 5047 NORTH LYDELL AVE., MILWAUKEE 17, WISCONSIN 
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Free selling help for you! 





Cash-in by TYING-IN with the 


STEELMARK PROGRAM 


U. S. Steel’s great new year-round marketing service designed to help you sell more products made of steel 





This month, 


17,000,000 consumers will be 


and every month in the 


year, 


hearing about, learning about, and 


wanting products made of steel—prod- 


ucts that you sell. On the United States 


Steel Hour, in Saturday Evening Post, om 

in Time Magazine, they will be told 

how products made of steel are light { 

stylish, right for modern living. The A 

theme of this advertising is “Steel light ™. 9 

ens your work .. . brightens your lei \ 

sure ... widens your world’’. Consumers oa — 

will be urged to look for this merchan 

dise tag, this mark of value, when they 

buy. 

a a aoe FREE MERCHANDISING HELP -———————-—-—-— 

STEELMARK PROGRAM 

United States Steel 

Pittsburgh 30, Pennsylvania 

Send y STEELMARK Merchandising Kit whict des window wal/ banners, mer 

chandise tags and stickers, counter displays, ad helps, and detailed information on how a 
ake t great traffic-building promotion my own loca/ promotion 

Name 

Firm 


Type of Outlet: 


] Department Store [ Appliance Store (] Hardware Store [] Kitchen Dealer 


C1) Other 


Address 


City State 
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FO 


Send for your free kit 
Send the coupon, today, for your free 


Kit. 


up your STEELMARK displays. Tag your 


STEELMARK Merchandising Put 
Ln) 


merchandise. Feature the STEELMARK 
in your advertising of products made 
of steel. Tie-in with your bank and 
utilities in a community STEELMARK 
promotion. All the materials and help 
you need are contained in the STEEL- 
MARK Merchandising Kit. Send for 
yours. Don’t miss this great opportunity 
to add extra sell to your products made 


of steel. 1S te a resis 


(iss) United States Steel 


tered trademark 
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THE 
EAST 


By John A. Richards 


. Laundry, 


AC season only so-so . . 
refrigeration, portable TV boost lag- 
ging sales .. . Jersey's Sunday law 
heading for test 


IR conditioner sales soared for ten 
d days in July, but the bloom was 
blighted by fickle weather in the weeks 
which followed. 

“Disappointing,” was the way various 
Buffalo dealers put it. “The season failed 
to come up to a poor 1957.” 

“T was two percent ahead as against a 
potential 30 percent gain had the weather 
been with us,” said an uptown Manhat- 
tan dealer. 

In Somerville, Mass., Ardmore, Pa., 
Summit, N. J., and Baltimore, Md., simi- 
lar discordant notes were struck regard- 
ing AC sales. 

But a big New York chain confessed 
July AC sales had picked up slack June 
figures and August was “coming right 
along.’”’ Another metropolitan chain was 
“15 percent ahead because of sound early 
buys.” In Boston and suburbs AC sales 
were ahead 20 percent for one dealer, at 
least five for another. On Long Island, a 
big independent was happy with a nine 
percent gain. 


Laundry, refrigeration and portable 
TV constituted the other bright spots for 
actively promoting dealers. 

Around the Philadelphia area refriger- 
ation was “fair,” “washers and dryers 
good,” and “portable TV moving well.” 

In Buffalo, where installment buying 
was on the increase, more than refrigera- 
tion and laundry were getting play. A 
noticeable jump occurred in demand for 
built-in kitchens and in freezers. At the 
opposite end of the East, in Washington, 
the Electric Institute reported some 1,026 
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more freezers sold in June, 1958 than in 
the previous June. 


Meanwhile, for the long haul, selected 
quarters of the East were witnessing va- 
ried alterations of the face of marketing. 
In Scarsdale Korvette opened another 
mammoth, modern department store 
slated to do well over $10 million on a 
55-45 ratio of hard goods to soft goods. 
It marked the ninth outlet in a string of 
sleek, modernized, volume-powerful out- 
lets in the chain—the last until next 
year’s expansions in Plainfield, North 
Philadelphia and Harrisburg. The col- 
lapse of the chain’s talks with Penn Fruit 
will undoubtedly usher in more super- 
market activity for Korvette (Brooklyn, 
for instance). 

On another front, J. J. Newberry, in at 
least one major shopping center location 
in New York, has become disillusioned 
about appliances. It is withdrawing elec- 
trics, table and console TV and records 
and will, in future, fall back on portable 
TV and radio and hi-fi. 

And on still a third front, highway op- 
erators in New Jersey succeeded in se- 
curing an injunction restraining the ap- 
plication of the state’s new Sunday sales 
law until the courts can rule on it. Mean- 
time, Sunday selling continues. 


THE 
MID- 
WEST 


By Ken Warner 


Business is on the “up beat” say 


dealers .. . TV and stereo promise 


to be a powerful combination during 
the fall selling season 


It’s strictly an up-beat situation in the 
mid-west in the middle of 1958’s third 
quarter. Or, putting it another way, one 
dealer says “It’s a lot different than we 
thought it would be last March.” 
Freezers are one example. From de- 
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cidedly undistinguished action for some 
time, this big-ticket item took a sudden 
spurt in towns in Indiana, Minnesota, 
Wisconsin and Illinois. North-west Indi- 
ana got particularly pleasant response. 


Many mid-westerners got last-minute 
air conditioner reprieves, with a spate of 
hot weather in August. For many, it just 
afforded an opportunity to get the dollars 
back out of inventory, but this was good 
enough to put smiles on dealer faces. 
None of them were really fat in the in- 
ventory department, anyway. One man 
pointed out that in air conditioners he 
was acting like an old-line department 
store: one markdown, and a big one. An- 
other chortled that he’d carry over his 
inventory of three units with pleasure. 


The steps small-towners have been tak- 
ing to conserve profits in this sobering 
year of 1958 are of interest. One man in 
Indiana, running a prosperous business, 
cheerfully admits he hasn’t bought a car- 
load all year. Six and twelve at a time 
have been his limits, even though he’s 
moving as many as 20 wringer washers 
a month. This may cut the margin, but 
he’s cut his overhead, and he likes turn- 
ing the money over, he says. In contrast, 
a similar-sized Minnesotan seems to have 
switched almost wholly to carloads. 


Stereo is the prayer and the hope all 
over. Even in the small towns of Illinois, 
Indiana and Minnesota, where plain or- 
dinary hi-fi hasn’t taken a real strong 
hold up to this year, dealers are making 
big plans. One man, who put barely a 
thousand dollars into hi-fi inventory last 
year, has ten thousand dollars worth of 
stereo and hi-fi equipment on hand and 
on order. Where last year, the average 
small-town dealer was watching and think- 
ing about hi-fi this year sees that same man 
saying “We put it in,” or “We’re going 
heavy on it.” 


Television looks good, too, as the peak 
selling season approaches. Most dealers 
asked said they had bought pretty heavy 
—one had re-ordered already. The new 
models seem to get good comments, adds 
another, and a third said “It’s good. It’s 
good.” It looks as if TV will bring in the 
volume, and hi-fi will create the excite- 
ment this fall. 


(continued on page 16 
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THE 4 
SOUTH 
EAST 


By 
William McGuire 


Poor spring, better summer, very 
good fall . . . That's the story in the 


South . . 


conditioning season 


It's been a good air 


| AST spring, no seasoned appliance-TV 


4 observers in the Southeast would 


have ventured a lead nickel on this sec- 
tion’s chances of emerging from 1958 un- 
clobbered. 

Things were, as the saying goes, tough 
all over. Birmingham and Chattanooga 


were hurting badly from the recession 


sales in Memphis had slithered to a 


halt after weeks of rail Miami’s 
ness, frozen stiff by a venomous wi! 
ter, couldn’t get thawed o 
Now, a brief 100 days later, sobs have 
given way to smiles, and pitches, not 
vaw! come forth when salesmen open 
their mouths. The Southeast is turning 
from a surprising] cessful summer 
things considered to face the fat 


fall season with confidence. Most dealers 


and distributors are figuring to 


Almost uniformly, it has been a good 
air conditioning season. Jolted badly by 


three weeks of rain in July, the New 
Orleans market bounced back in good 


stvle. Birmingham had a banner yeat 


This will be remembered as the summer 
that reverse cycle units firmly established 
themselves in the Florida market, and 
made gnificant inroads elsewnere 


As August waned, stereo was still a 
sometimes thing in the South. Here and 


there, as distributors got samples and 
shot them along to dealers for display 
and demo, its introduction was being 
played on a gentle note—but the cre- 
scendo won't come ‘til late fall if 
then 
Most retailers fe: that stereo has 

fine future in its « gt nd will de 
muct timulate € rrapn mat 


ket (but there are those with reserva- 
tions—wondering how stereo can be ex- 
pected to accomplish what hi-fi has never 
been able to do in this area 

Besides stereo, other new entries which 
figure to help make this a good fall for 
Dixie dealers include Tappan’s big coup, 
the new eight- 
pound Bendix Duomatic with its come- 
hither price tag of $369.95; and a com- 


the “400” range series; 


pact Westinghouse combination 17-inch 
TV and three-speed phono series, sched- 
uled for marketing in September with a 
teen-aimed “juke box” model leading the 
way at a $199.95 retail in the South. 


Refrigerators, which never really got 
untracked this summer, remained off to 
varying degrees in Miami, Memphis, 
Tampa, Birmingham and Charlotte. A 
Memphis dealer sees this soft summer as 
no freak, but rather as proof of evolution 
of refrigerators away from the seasonal 
and toward a year-round level, as once- 
heavy rural summer demand tapers to a 
steadier, less spectacular replacement 
market. 

Freezers were doing beautifully 
throughout much of the Southeast, with 
dealers in Savannah, New Orleans, Jack- 
son and Charlotte, and distributors in 
Miami, Atlanta and Memphis, putting 
them at or near the top of their best- 
seller lists. Most buyers were rural, most 
lemand for 15 and 17-footers. 


THE 
GREAT 
LAKES 


Business is improving everywhere 
Laundry, hi-fi 


and radio perform well . .  Pro- 


except Detroit 


motions pull prospects 


. are looking up here in the 
Great Lakes. Continued reports of 
brighter sales come in from all sections 
vith the exception of Detroit. 


“So what if the improvement is slow,” 
asked one mid-Ohio dealer. “The im- 
provement is the thing, not the speed. 
Right here we see sales picking up a little 


every day, and that’s what counts.” 


This dealer’s opinion was. echoed 
throughout the district. “Everything is 
improving,” said a Cleveland dealer, 
“even the weather.” For him, all lines 
were moving ahead and he’s at the point 
where restocking is no longer the “dare 


I do it, dare I not’ question. 


It was a different story in Detroit, 
however. “You can’t say that it’s good” 
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replied the Crowley Milner department 
store when referring to the last month’s 
appliance sales. This characterizes the 
downward trend in Detroit with inde- 
pendent and suburban dealers as well. 
Hudson Co. 
which maintains an eternally optimistic 
outlook. 

Even the mainstays of the trade (wash- 
ers and refrigerators 


One exception is the J. L. 


contrary to a na- 
tionwide sales rise, are down. 

The Good Housekeeping Shop with 
business down from 10 to 20 percent feels 
that their customers “are scared because 
of a strike uncertainty.” With a favorable 
settlement and/or no strike they hope 
that business will reach last vear’s level. 


But elsewhere in the region the picture 
was brighter. A Dayton dealer reported 
“very much improved” laundry sales and 
for many dealers hi-fi, radio and phono 
sales were bolstering volume figures. 

Phonos and hi-fi were selling more 
than twice as well this year as last in the 
Dayton area. And in Cleveland, where 
stereo hasn’t quite made its impact felt 
yet, dealers were reporting a continued 
six percent increase in sales. 

“Stereo will hit with real force this 
fall,” said one electronic parts supply 
house. He feels people haven’t heard 
enough about it yet to be convinced but 
that advertising by major manufacturers 
will put it over. 


There was plenty of promotional ac- 
tivity in the area. In Cleveland, Bing 
Furniture gave away a 1950 or 1951 Ford, 
Chevrolet or Plymouth with each pur- 
chase of a Kelvinator washer or refrig- 
erator. With the promotion only at its 
half-way mark the company said response 
was encouraging and added that it felt 
the campaign was “different enough to 
go over well.” 

Still another unusual promotion was 
the “Reddy Prospector” campaign being 
conducted by Cleveland Electric Illumi- 
nating. Employees of the utility are asked 
to “prospect” for leads among friends. 
The company turns these prospects’ 
names over to area dealers for follow-up. 
Utility employees were asked to interest 
their friends in modern living by urging 
them to purchase one of 28 appliances 
included in the campaign. For this, each 
prospector-employee receives nuggets, or 
points, which he’ll cash in for free appli- 
ances at the end of the seven month 
program. 


Evidently, neither promotions nor sales 
have succumbed to the summer doldrums 
in the Great Lakes. Although air condi- 
tioning didn’t provide the sales stimulus 
expected, sales took an upturn. “Let’s 
say we’re climbing the stairs a little 
faster,” said one rural Ohio dealer when 
asked how sales compared with last 
month’s. “It’s pretty hard to get going. 
Those first steps down at the bottom are 
big ones, but I think we’re getting up 
there where the reach isn’t so big.” 


Continue d on page 20 
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The sales sensation of last season-now with even tore to offer you / 
HEAT THE INSTANT YOU TURN THEM ON! 

















Instant Heat—pioneered and perfected by styled in rose-beige enamel to blend into 
a Toastmaster—has taken the heater trade by any setting, and every heater is individually 
= storm! ‘“‘Terrific!’’, ‘Sells on sight!’’, ‘“Ob- packed for easy, low-cost handling! 
ja soletes all other heaters!’’—these are the This year, gain a full season of EXTRA 
— things dealers have been saying about heater sales...and launch it with a big 
= ; Toastmaster’s Speedi-Glo element ever since measure of EXTRA PROFIT! Take advan- 
— aH it hit the market last fall. Now you have a tage of the exceptional Toastmaster Heater 
os short but complete line—just 3 sensational Specials described below—and place your 
2 models to stock and sell. All 3 are decorator- order now! 


TOASTMASTER AUTOMATIC HEATERS 


Two Sizes—Thermostatically Controlled! 
Provide both radiant and blower-forced warm air! 
, Automatic Control. Thermostat turns cur- , Air lntake Where It Should Be. Coolest 


rent on and off to maintain desired tempera- air at floor level is drawn into heater through 


ture— completely automatic. opening in bottom — gives most efficient heat- 
Q5 Model 9B1 Accurate Thermostat. Thermostat is in the ing, more uniform heat. 
, 1320 W. tail* Y intake air stream, measures temperature of , Tip-Over Safety Switch. Current is cut off 
retail’ retail 





Model 9A2 
Available in either . 
1650 or 1320 W 





the room— not of the heater itself! automatically if heater is accidentally over- 
turned. Grille is ‘‘little-finger’’ proof. 


sure centrifugal blower—not ordinary blade Convenient Carrying Handle. On Model 
fan. Delivers more heat faster. 9A2, cord wraps around handle for storage. 


, Blower-Type Circulation. Positive-pres- 


SN 


ong Ti 
cooce meet CO) 


EXCITING =e TOASTMASTER RADIANT HEATER 


Here’s the wonderful new addition to Toast- Adjustable Reflector. Tips up or down to 
master’s heater line—smart. modern and concentrate heat right where you want it. 
priced to sell fast! Check every “‘sales- 184 square inches of reflective surface! 









tailored’”’ feature—notice how every selling 
point is one you can demonstrate quickly 


4 Safety Switch. Automatic safety switch cuts 


ay off current if heater is accidentally overturned. 
and convincingly! Then order your stock now! Peovents accents. Model 9C1 1320 W. 
“Instant Heat'’ Element. No warm-up. Modern Design. High-style rectangular de- $ 
Floods of radiant heat the moment you plug yY sign obsoletes old-fashioned bowl-type heaters. 
it in. Extra-long element for more warmth! Grille is “‘little-finger’’ proof! retail* 


Heater Special No. 6 


MAKE $6.32 EXTRA PROFIT! Get this beautiful 
Toastmaster Automatic Heater, Model 9B1, Retail 
$18.95, at Special Cost of only $6.00 (Regular Dealer 
Cost $12.32) with your order for ANY 6 Toastmaster 
Heaters of your choice—all one model or mixed. 
A total of 7 Heaters. 


@ You make up to $12.95 Profit on Model 9B1 
at Special Cost . . . 68% off! 
@ You make up to $6.32 Extra Profit... OR 


@ You make a bonus of 90¢ Extra Profit on each 
of 7 Heaters 


Heater Special No. 12 


YOU GET ABSOLUTELY FREE, 1 Model 
9Bl1 Toastmaster Automatic Heater (Retail 
$18.95) with your order for ANY 12 Toast- 
master Heaters of your choice—all one model 
or mixed. A total of 13 Heaters. 


@ You make up to $18.95 Extra Profit on 
the Free 9B1 Heater... OR 


@® You make up to $1.58 Extra Profit on 
each of 12 Heaters 











BIG MERCHANDISING KIT GIVEN FREE WITH EVERY ORDER. 
THIS OFFER FOR LIMITED TIME ONLY—PLACE YOUR ORDER NOW! 


TOASTMASTER 


‘* TOASTMASTER” is a registered trademark of McGraw-Edison Company, Elgin, Ill., and Oakville, Ont. © 1958 









TOASTMASTER DIVISION 
McGRAW-EDISON COMPANY 





*Manufacturer’s Recommended Prices 
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ioe WW mind | a campaign designed 


Here’s the ki wre 
your Sena oN anpent advertising that Frigidaire will run to | I 
o felt col < a laundry season. During September, dominant ad sata 
or wi anket your sellin : ’ adve 
the new ’59 Frigidai selling area—predispose prospects toward : 
messages in gee Automatic Washer from you. Watch for these rds buying 
Family Weekl ” — The Saturday Evening Post, This Week a 
: y—and a host of additional S . ’ , €, 
- i , ne und > > 
newspapers in both color and black and white ay Supplements and Sund 


FRIGIDAIRE | 


AUTOMATIC WASHER 


.the patented 3-Ring “Pyump’ Agitator... 


rtisements 


ay 








NEW 





inside Frigidaire only .. 





- 


t 


het A" be te ie 
VY | a ; }*© 
ke» hast: 
4 Bice st » 


The Sheer Look—in 5 striking colors and aa 
white—also yours in matching Automatic Frigidaire — 

Dryer with “Wrinkles-Away” Drying. Custom | Built and Backed by General Motors 
Imperial and Imperial models shut off when 

clothes are just-right dry — sprinkle automatically 

“dry-press” wash 'n wear garments 


FRIGIDAIRE ADVANCED APPLIANCES... 
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(0 sell the new 5g F RIGIDAI 


Read the advertisement now 
with your prospects in mind. 
FIRST AGAIN~— proved bes i 

Plan now to get your share o igidai — 
campaign breaks for you. Th 


R E for you! 


E 


e time to plan is now. 





..the 1959 way to wash better... ™ 


bathes deep dirt out 
without beating! 


NO BLADES TO TANGLE CLOTHES — 3-ring agitator pumps up 














Cleans clothes better and down to protect against stretching, catching, tangling. 
then eny other leading NO RUBBING AGAINST METAL— waterpower pumps detergent p ESIGNED 
washer tested, yet as 





through every piece, every fold, every fiber. 


AND NO LINT TO EMPTY — it’s automatically pumped away. WITH YOU 


Pa a IN MIND 
‘a © % Simple automatic control ponel for all your wash- 
¢ Here’s the “heart” of the we tng ceoth, tnstuding wath ‘e wour Cuties. 
Frigidaire Washer—simplest, most fabric-safe 
agitator ever built into a washing machine! 


f a 





gently as by hand! 















Frigidaire 
advanced 
appliances 





Automatically distributes 
detergent, bleach, fabric ——. 


and water softener, even a Automatically 
dye, sofely underwater removes lint! No 
through automatic traps to empty ! Lint, 


dispensers inside agitator. dirt, soap scum are 


4 
f 
# 
a 
CK, pumped away. “ 
g 
# 








Energy ring 
pumps water and 
detergent through 


qvery fiber. Ki ig 
as Sela 


& FIRST AGAIN! Frigidaire Washers proved best by 
UNITED STATES TESTING CO., Inc. in exhaustive tests 
for cleanest clothes or washability; driest spin; least 
lint formed and best lint removal; and for best auto- 
matic care of Wash 'n Wear man-made fabrics. Based 
on identical tests, under controlled laboratory con- 
ditions, of 6 leading automatic washers including 3 
with special Wash 'n Wear cycle. Reports No. 40996 
and 40996-A, dated May 6 and June 11, 1958. 


~e 


Campaigns 
designed 
to sell! 


tangling! Circulator 


SLAC LEVON 
pumping keeps ——* SYACULETOS 


; 
. No troublesome 
% 





® 





eS 


%e 





a 
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THE 
SOUTH 
WEST 


There’s plenty of confidence 
Refrigerators and washers produce 


good volume . Air conditioning 


sales are disappointing 


PT“HE best prospects we have had in 
| years,” is the way one jubilant west 
Texas dealer sums up the outlook for fall 
appliance sales. A south Texas dealer 
ventures a more cautious prediction that, 
“with lots of hard work and fall promo- 
tions, I think we will show an increase 


for the next four months over last year.” 


Both reflect the confident outlook that 
is almost universal among dealers in the 
southwest 

Bumper crops and a construction boom, 
coupled with the general strengthening 
of the national economy give dealers a 
more solid basis for optimism than they 
have had in months. 

Overall, July appliance business was 

omewhat better than June, and August 


a definite upturn of sales. 


White goods are moving better in all 
areas. Refrigerators—particularly the 
11-13 foot boxes—were especially strong. 
Automatic washers rank next in sales, 
and freezers are making a good showing 


} 
localities. 


In Many 


TV was still suffering from the sum- 
mer doldrums in early August. A major- 
ity of dealers reported sales as “only 
fair’. Portables and table models in the 
$199-$259 bracket led the field. 

A dealer in west Texas reports that 
color TV is improving steadily there, with 

very good outlook for all fall business 


) 
in color 


The expected push from air conditioner 
sales in the third quarter failed to mate- 
rialize as temperatures continued below 
normal. When hot weather finally arrived, 
it was too late to help move the air con- 
ditioners out of the stores. 

Even price cuts of 18-11 percent ob- 
tained from eight major AC manufactur- 
ers by the Dallas Appliance Dealers 
Assn., helped sales only slightly there. 

Dealers expect a big carryover this 
year, probably greater than in 1957. They 


sum up sales so far as “terrible—down 


Oklahoma City), “very 
, and “poor, no 


75 percent” 
slow, profits nil’ (Dallas 
profits” (Little Rock). 
“The Lord still controls the air condi- 
tioning business,” one dealer commented 
wryly. “You can think up all the promo- 
tions and deals you want to, but if peo- 
ple aren’t uncomfortable, they won’t buy.” 


THE 
FAR 
WEST 





By Howard Emerson 


Truck strike hits as deliveries of 
new lines begins .. . Sales hover 
close to ‘57 levels ... New compe- 
tition in kitchens 


“T HE pipelines are being plugged 

in a few weeks, dealers outside the 
metropolitan areas will have only those 
appliances and TV’s which they are will- 
ing to pick up in their own trucks after a 
100 or 200 mile round trip.” 

Those comments from a San Francisco 
distributor point out the impending seri- 
ousness of a strike of long-line truck 
drivers that hit most areas of the Far 
West early in August. Coming just as 
most distributors were getting and par- 
celing out their 1959 lines, the strike 
threatened to change the whole pattern 
of distribution here. 

On August 11, the railroads put an em- 
bargo on all less than carload shipments 
to the western states affected by the 
truck tie-up. A few days later, many dis- 
tributors had their salesmen out in the 
outlying communities trying to get deal- 
ers to share full carloads which would 
be sent to central locations where the 
dealers could pick up their stocks in their 
own trucks. 

“This problem had to come just when 
business was starting to roll nicely, just 
when we had the dealers all fired up 
about the 1959 lines moaned one 
distributor. 


At retail level, the appliance and TV 
business throughout the Far West was 
close to or equal to the volume in August 
1957. In the San Francisco-Oakland Bay 
Area, most dealers report refrigeration 
sales ahead of last year, with laundry 
equipment at last beginning to pick up 
again. Few dealers reported that they 
expected less volume during the last four 
months of the year, but none were too 
happy about their expectations for 
profit. Business is better now, it will be 
better, they say, but they are fighting 
o hard for it that profit is being squeezed 
out 








































































While the kitchen business has contin- 
ued at a fair level for most dealers, they 
have been meeting heavy competition 
from a new group of “kitchen dealers”. 
These are the well established building 
contractors who have been wrapped up 
in new home construction for the last 
dozen years—until late in ’57. During 
the late spring and early summer of this 
year, many of these contractors have 
been out seeking remodeling work in or- 
der to keep their organizations intact—or 
in some cases to get at least day labor for 
themselves. With their interest mostly in 
the labor, and with their ability to get 
practically any appliance their customer 
wants, they have become a threat to the 
established kitchen dealer’s business. 


In southern California, the area which 
felt the recession more than elsewhere in 
the Far West, there is considerable evi- 
dence that consumers are showing more 
confidence in the future and are express- 
ing it through more willingness to buy 
durable goods. This confidence seems to 
be spreading to dealers too, according to 
distributor reports that show dealers buy- 
ing at a level not seen in many months. 
Surprisingly, the upswing in business in 
the Los Angeles shows a different char- 
acter than elsewhere in the Far West—in 
the Los Angeles market area, refrigera- 
tors have not picked up to the degree 
they have in every other section, but 


laundry equipment is moving at a good 
] 


pace while it is only fair in other areas. 


The merchandising Donnybrook that 
has characterized the Los Angeles area 
for more than a year does not seem to 
have abated—but there is reason to be- 
lieve that the villains are shooting their 
guns in the air to scare the bystanders. 
All major department stores are still 
featuring “discount” in type as big as 
their names. The discounters “‘will not be 
undersold” by the department store 
giants. But a good look at the sales shows 
that the prices being paid by the custom- 
ers at either ty pe of store are high enough 
to give the stores their minimum mar- 
gins. The smaller dealers there, long 
caught, like the sparrow in the badmin- 
ton game, between the warring giants, 
give much evidence of recovering slowly. 

More important to the medium and 
small dealer in southern California (and 
some other sections of the Far West) is 
the loss of business apparent in the re- 
cent study completed by UCLA and a 
group of realtors and builders. This sur- 
vey shows the trend to built-ins in that 
market area. It reports that the percent- 
age of new homes there with selected ap- 
pliances built in during 1957 was: ranges, 
75 percent; dishwashers, 37 percent; re- 
frigerator, 10 percent, disposer, 92 per- 
cent; radio-inter-com, 22 percent; wash- 
er, 4 percent, dryer, 10 percent. Even 
with the percentage of custom homes in- 
creasing, as reported here recently, more 
than half the above business is handled 
by speculative builders working directly 
with distributors or manufacturers. 


(Continued on page 21) 
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CONTINUED 


A 19 


percent increase in appliance-TV sales was 
registered by dealers in central Arizona during the 
first half of 1958 compared with the same period of 
D7. Some of the reports were hard to believe for a period 
when the country had a “recession.” Refrigerators were 
up 15 percent, conventional washers (remember them?) 
were up 163 percent, central air conditioning up 84 per- 
cent, and automatic washers registered a gain of 23 percent, 


during the first six months of 1958. End 


manufacturer shipment 
statistics Estimated Industry Ship- 


ments of Major Electrical Appliances, Ra- 
dio and Television 


1958 1957 % 
(Units) (Units) Change 
DISHWASHERS ........... June 34,300 33,500 + 2.39 
6Mos_ 184,100 191,300 3.76 
DRYERS, Clothes, Electric* . . June 34,913 33,161 + 5.28 
6Mos. 271,776 328,462 —17.26 
WS ano ew eee June 19,260 14,535 +32.51 
6 Mos 114,769 143,484 —20.01 
FOOD WASTE DISPOSERS .. . June 61,300 44,700 +-37.14 
6Mos. 282,700 256,200 +-10.34 
PED. 5 01d ace eee ee es June 121,500 94,800 +28.16 
6Mos. 493,600 471,200 +- 4.75 
RADIOS, Home-Portable- June 538,991 672,285 —19.83 
Clock (production) . .6 Mos. 3,496,774 4,352,618 —19.66 
RADIOS, Automobile ...... June 235,433 416,058 43.4] 
6 Mos. 1,464,519 2,834,676 48.34 
TELEVISION (production) ...June 377,090 543,788 30.65 
6 Mos. 2,167,930 2,722,139 —20.36 
RANGES, Standard ....... June 63,800 65,900 — 3.19 
6Mos. 400,000 500,500 —20.08 
a reer re June 53,000 36,400 +-45.60 
6Mos. 244,000 214,200 +13.91 
REFRIGERATORS .......... June 316,300 305,100 3.67 
6 Mos. 1,485,000 1,803,800 17.67 
VACUUM CLEANERS ....... June 253,127 207,286 +-22.11 
6 Mos. 1,501,724 1,610,530 6.76 
WASHERS, Automatic and June 209,689 208,721 + .46 
Semi-Automatic* ...6 Mos. 1,180,017 1,310,763 9.97 
Wringer & Spinner* June 79,142 80,524 1.72 
6Mos. 397,576 446,988 —11.05 
WASHER-DRYER June 7,069 9,019 —21.62 
COMBINATIONS* ..6Mos. 64,851 91,970 —29.49 
WATER HEATERS, Storage . . June 74,600 70,500 +- 5.82 
6Mos. 397,500 392,700 1.22 


*Figures revised to include exports. 
Sources NEMA, AHLMA, VCMA, EIA 
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Gnefl\inute 


WASHERS 


with features to bring you 


2-speed action 


NEW 


chrome styling 


NEW 


lint filter 


NEW 


ultra-smart 
control panel 





AND STILL WITH THE 
10-YEAR SERVICE BOND 


Distributors and Dealers 
Tape or paste this coupon to a postcard and MAIL TODAY 


ONE MINUTE WASHER CO. 
KELLOGG, IOWA 


Please send full information on your complete new line of One Minute wringer and 
automatic washers, electric and gas clothes dryers, and drain tubs. 


NAME____ 





FIRM NAME__ 


ee eae ee 








CITY SSS eee 




























































HOW'S DUSIMOSS ? sere tne answer tor 26 key markets 


which embrace over 17% of the U.S. buying public. Based on flash 


reports from leading utilities, this chart provides you with the 
most authentic, up-to-the-minute index of retail sales yet avallable. 
It’s another ELECTRICAL MERCHANDISING exclusive. 


June figures: OO 
Year to date figures: 00 


IN THE EAST 
United Illuminating Co. 
N. Y. State Electric & Gas Corp. 
Jersey Central Power & Light Co. 
New Jersey Power & Light Co. 
Philadelphia Electrical Assn. 
Pennsylvania Electric Co. 


West Penn Power Co. 


IN THE MIDWEST 
Dayton Power & Light Co. 


Commonwealth Edison Co. 
Kansas Gas & Electric Co. 


Nebraska-lowa Electrical Council 


IN THE SOUTH 
Kentucky Utilities Co. 


Chattanooga Electric Power Bd. 
Nashville Electric Service 
Florida Power Corp. 

Florida Power & Light Co. 


Tampa Electric Co. 


IN THE SOUTHWEST 
Dallas Power & Light Co. 


Southwestern Gas & Electric Co. 
New Orleans Public Service, Inc.! 


Gulf States Utilities Co. 


IN THE WEST 
Appliance Merchandisers Assn. 


Idaho Power Company 
Pacific Gas & Electric Co. 
Pacific Power & Light Co. 


Washington Water Power Co. 


NATIONAL 


June 
Year to date 


Refrig- 
erators 


% Change 
"58 vs. '57 


=32 
24 
=20 
16 
+41 
4 
-28 
17 
=-16 
21 
=29 
26 
=-30 
23 


=28 
25 


433 
12 
-18 
22 


“17 
13 
-13 
34 
-1 
13 
-1 
+17 
“54 
35 
-14 
19 


421 
1 
=-15 
12 
- 6 
23 


15 


* Not Available 


Freezers 


% Change 
"58 vs. '57 


+40 
+ 50 


=16 
14 


+10 


+103 
+ 23 


+46 
+13 
+10 
+ 24 
+50 
+ 22 
495 
+19 
=16 
13 
4145 
+ 36 


+30 


#23 
+ 9 
=-13 

15 


=20 

25 
421 
+ 11 
429 
+ 28 
+54 
+ 33 
474 
+ 3 


429 
+ 1] 


** Change of less than 2 of 1% 





Electric 
Ranges 


% Change 
"58 vs. '57 


=26 
20 
=11 
16 
417 
23 
=16 
5 


+86 
13 
=20 
33 
=23 
20 


+46 
+ 17 


+ 3 


417 
+ 11 
-18 
20 
=-13 
15 


- 4 
- 


Electric 
Water 


| Heaters 


% Change 
*58 vs. '57 


+40 
+ 12 
=-12 

17 
=- 7 

12 
#33 
+ 35 
=22 


- 8 
14 
=39 
23 


+10 
+ 3 


Washers 


%, Change 
‘58 vs. "57 


- 5 
10 
=-11 
14 
438 
+ 2 
=-14 
7 
= 2 
12 
=20 
23 
=-18 
14 


=24 


+ 9 
-17 
15 


“27 
22 


+32 
+ 7 
414 
+ 7 
- 4 
4 
=-12 
20 
=11 
16 


= 9 
11 


Clothes 
Dryers 


J Change 
58 vs. '57 


=71 


410 
12 


+54 
14 


=14 


+136 
+ 10 
= 7 


+ 6 


+49 
+ 54 
=-76 
+18 
419 
L 16 


=13 
=-18 


=41 
52 
425 
10 


= 9 
10 
414 
5 
+ 5 
+ 2 
-18 
19 
-18 
24 


= 4 
- 9 


Dish- 
washers 


% Change 
58 vs. '57 


= § 
4 


413 
+ 14 


#13 
+36 
19 
=-11 
10 


aati DL 
14 


=33 
43 
+ 9 


= 7 


=73 
45 


+29 
1 


+10 
48 


=53 
21 
=75 
4] 
=36 
39 


433 
+ 30 
+ 4 
4127 
+ 25 


+31 
+ 10 


415 
-. 7 
411 
19 


6 


t Figures reflect adjustments in year to date totals 


Room Air 
Condi- 
tioners 


Jo Change 
58 vs. '57 


-66 
49 
“78 
65 
-60 
47 
-71 
61 
-67 
16 
=66 
49 
=51 
28 


=47 

32 
-67 

54 
+83 
+ 65 
+81 
+ 21 


=26 
20 
-15 
5 


+10 
+ § 
#415 
+ 4 
+107 
+ 29 


=- 8 
8 
#21 
+ 10 
=23 
4 


=34 


~47 

17 
479 
+ 59 
438 
+ 51 


=33 
13 






TV 


% Change 
"58 vs. '57 


=10 
12 


423 
—15 
=-28 

20 


=17 
12 
=-18 
20 


417 
+18 
=21 


=-20 
18 


=~ 2 
18 
=20 
27 
=22 
24 


421 

13 
- 7 
=22 


=25 
29 








For an extra |O%-20% prottt. 


cwitcth io HAMILTON BEACH! 


Scsiptagnenegacpe Sicoa' areas atin: poms vse Haapeon the line that stays above 

the price war. Custom built 
appliances plus the only 
line guaranteed for 5 full years. 
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Only Fry Pan that 
Bakes! includes mois- 
ture-vent cover, oven 
baking rack. 2 cups 
deeper—doublies as a 
saucepan. Three piece 
Ekco utensil set at no 
extra charge. 










HAMILTON BEACH miuathc 


Only Mixer with Cake 
Mix Timer! Chimes at 
any time up to 15 min- 
utes. 10 speeds. Two 
stainiess steel! bowls. 









— 


Original New Portable Mixette! 
First and best by consumer tests. 
3 speeds. Stands onend.Scoliors. 








4 big reasons why 
profit-minded retailers are 
switching to Hamilton Beach 
@ Stays above the price wars... returns you 

a profit on every sale! 


® Maintains top quality...with the only 5 year 
guarantee in the industry! 


® Gives you promotion specials that mean r4 A NVI H L ’ O N 


more ...that pull in traffic, lead to step-up 


sales opportunities! ie | ~ A C by 
e Advertising Programs geared to sell for. 


you in your market! Guaranteed 4 years longer because they're built 4 times better! 






AN 
ami 
Te LS 


EAR? 










Hamilton Beach also makes: Food Grinders e Blenders e Electric Blankets e Electric Hair Dryers ¢ Light Look Home Cleaners 
©1958, HAMILTON BEACH COMPANY A division of SCOVILL Mfg. Co., Racine, Wisconsin : 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1958 PAGE 23 


































sthom Formed 
PULLEY «a 


vTo 
tLacvere sie etis 


SlLanmwey 


RETAIL 


fi Me 


FULLY AUTOMATIC 
ELECTRIC BLANKETS 


Get on the FULL PROFIT bandwagon 
with the fast selling Crestwood line— 
priced to outsell all competition—WITH- 
OUT DISCOUNTING—and still allow 
you your FULL MARK-UP! You get 
many quality features found in competing, 
higher priced brands—PLUS— 

e@ EXPENSIVE SEWN CONTOURING 

e@ UNCONDITIONAL 2 YEAR GUARANTEE 

@ FULLY AUTOMATIC BLANKET CONTROLS 

e sanifresh BACTERIA RESISTANT BINDINGS 

@ COLORFUL SELF SELLING, DISPLAY PACKAGE 


. ALL at a price that only the world’s 
largest electric blanket manufacturer could 
offer! Enjoy increased electric blanket vol- 
ume and profits—sell Crestwood! 


AVAILABLE ONLY THROUGH 
YOUR DISTRIBUTOR 


In all models, sizes and popular colors 














Good Housekeeping 
Nop ry 


45 aoveatisto 


NORTHERN ELECTRIC COMPANY 


5224 North Kedzie Avenue «+ Chicago 25, Illinois 


WORLD'S LARGEST MANUFACTURER OF ELECTRIC 
BLANKETS AND HEATING PADS 
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takings SEOCKS occ soso un 


in which the stocks of 52 key firms within the industry behaved dur- 
ing the past month. This unique summary is another exclusive ser- 
vice for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week By 






























MTT Ea oo 
; | | bo] | 
4 1 oe ‘i _ + +— + + + + —— T , 
3 a 
: | | Poa 
a 32¢—+ + + + + + + --4 + = jt 
* r | 
b ang au | | 
30 a = 4 4 4 + + + 4. +—+ + — 
| | Weekly average for 52 stocks listed below 
at ee ws 
“te CESS! CaSO See 
A? Al4 AZ| A28 MS MI2 MIO M26 J2 J9 M6 523. J30 JT JIM J2) J28 AS All AB A2S St SB SIS 
STOCK AND DIVIDENDS 1958 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW JULY 17 AUG. 15 CHANGE 
NEW YORK 
STOCK EXCHANGE 
Admiral Corp 10% 7 9% 10% VY 
Avco Mfg. .30E 8% 5% 7 8% 1% 
American Motors 17” 8 12% 162 + 4% 
Arvin Ind. %E 29% 23% 24% 26% +2” 
Black & Decker 1.408 49% 36 43 49% + 6% 
Borg Warner 2 34% 25% 31 33% +2% 
Bulova .65E 14 aM 1% 13% +-2 
Carrier 1.60E 43” 32% 41% 39% 2% 
Colgate Palm. 3A 65% 48 64% 61% 2% 
Chrysler 1 “4E 57% 44 46% 52% + 6Ye 
Decca Records | 16% 13% 14 14 Yr 
Emerson Ei. 1.60 40% 29 38% 39% +1% 
Emerson Radio 7A 4 7 7 
Fedders Quig. | 14% 11% 12” 12% % 
Firestone 2.60B 100% 82% 98'2 98% VY 
General Electric 2 64% 57 60 64 +4 
General Motors 2 45% 33% 41% 43% +2 
Hoffman Electric | 29% 21 28% 28 Ye 
Hupp Corp 5%” 2’ 4Y% 4% 
Magnavox 1B 39% 30% 39% 36 —2% 
Maytag 2A 37 23% 33% 36% +3 
McGraw-Edison 1.40 37’ 31% 33% 36% +-3Y% 
Mpl. Honeywell 1.60A 99% 76 91% 96% + 4%, 
Montgomery Ward 2A 39 28 37% 38 Ye 
Minn. Mining & Mfg. 1.20 94% 73'A B5'A 90% 4%, 
Motor Wheel .55E 16% 12% 13% 15 1% 
Motorola 1'4 43% 35 38% 43% 4% 
Murray Corp. 2P 32% 19% 28% 29 + % 
Philco Corp. 19% 12% 16% 18% +2% 
Proctor & Gamble 2 68% 55 64% 65% 1% 
R.CA. 1A 361A 30% 35% 35 “ 
Raytheon 1'4T 35%” 21% 32% 33% Ye 
Rheem Mfg 15” 10% 13% 14 % 
Ronson .30E 10% 7% 7% 82 + 
Schick .20P 14% 8% 9% 10% +1 
Scovill Mfg. %P 28 19 20% 22% +2 
Sears Roebuck 1A 31% 25 29% 31% +1% 
Servel 10 4% 7% 8% % 
Smith (A.O.) 1.60B 37% 25% 33% 34% +1¥% 
Squere D 1B 26% 20% 22 24 +2 
Sunbeam 1.40A 54% 39% 50% 50% Y~ 
Sylvania El. Pd. 2 4\% 31” 37% 39% +2% 
Welbilt 3% 1% 2% 3% +1 
Westinghouse 2 65 55” 56% 61% + 4% 
Whirlpool %E 24% 16’ 21% 23% +2 
White Sewing 7% 4% 6% 6% “Ve 
Zenith Rad. “2H 97% 67’ 85 94% +9M% 
AMERICAN 
STOCK EXCHANGE 
Muntz TV ~ % Ae % Ye 
Singer Mfg. 2.20 432 32% 402 41% Y% 
Skiatron 7 3% 4“ 6% 2’ 
Du Mont Lab. 5% 3 4% 4 = 
Eureka Corp. % ta “Vs Ag Ve 




















A—Also extra or extras. B—Annual rate plus stock dividend E—Declared or paid so far this year. G—Paid 
last year. T—Payable in stock during 1958, estimated cash value on ex-dividend or ex-distribution date H— 
Declared or paid after stock dividend or split-up. P—Paid this year, dividend omitted 


aken at lost dividend meeting. 
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Jeferred or no action 
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in this 
great list of 
NATIONAL 

MAGAZINES 


Saturday Evening Post 


Ladies’ Home Journal 
Life 
Look 
McCall's 
Good Housekeeping 
Woman's Day 
Everywoman’s 

Family Circle 
American Home 
House Beautiful 
Living For 

Young Homemakers 
House & Garden 
Sunset 
Bride's 
Farm Journal 
New Yorker 
National Geographic 
Esquire 


This Week 


brings you New BEAUTY, New stvuinc, New vALwE 


in the Greatest Coffeemaker of them all! 


backed by the biggest ever ADVERTISING CAMPAIGN in our history ! 




















UNIVERSAL, | 
_ AUTOMATIC : 
BLAN 








KETS oO. 
* _ 
























WIVERS 3 


Better “Surtace Cooking” then you con get on ony range! 


ww UNIVERSAL 
Crdanatc tele (king 























-»- you need the ne . 
UNIVERSAL cr, «2 


@ 





A MILLION DOLLARS IN 90 DAYS. 2c To HELP YOU SELL! 












. 


The Finest Way to make the best Coffee... 








TO BE SURE YOU GET THE GENUINE UNIVERSAL COFFEEMATIC LOOK FOR THE NAME OVER THE CONTROL 
Now, Coffeematic makes it easy for everyone to enjoy real coffee with 
that satisfying aroma and full-bodied flavor. Just set the Flavor-Selector to 
the strength you prefer and forget it! Coffeematic will brew to perfection 
time after time, signal when ready and keep coffee at serving temperature 
without increasing the strength. Yes, for the best coffee you ever tasted. 
get the new Universal Coffeematic. In chrome on solid copper, LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


at your Universal dealer’s now 


SATURDAY EVENING POST— OCTOBER 11 


other full page color ads 
LOOK DECEMBER 9 — BRIDES OCTOBER 15 — SUNSET DECEMBER — SATURDAY EVENING POST NOVEMBER 22 — ESQUIRE DECEMBER 





Three new styles...even more beautiful 


models of the famous 





No. 4448 
tatu No. 4468 


No. 4435K CHROME ON COPPER 4 to 8 cup 
HROME ON COPPER ON COPPER 5 to 10 Cup P 
. $26.95 DE LUXE 
(4435 — COPPER) DE LUXE 
CHROME ON COPPER 
$19.95 COPPER 
$32.95 $29.95 


No. 4471 No. 4470 


First in sales wherever people appreciate fine coffee. 

The best seller because of all the famous features including the Flavor 
Selector, New Cold Water Pump, Redi-Lite, Heat Sentinel, Striking New Design, 
New Escutcheon Plate, Non-Drip Spout, Finger Guard Handle and others. 

And most important of all long-lasting solid copper, heavily chrome plated, to 
resist mars and scratches that spoil the appearance of other Coffeemakers 


made of less durable metals. Coffeematic’s the best buy and the best value! 











Shave anywhere. . 
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economic currents 


Consumers Cheer Up 
About Their Future 


By the McGraw-Hill Dept. of Economics 


Dipreone: confidence has improved. After steadily 
A declining throughout 1957, it leveled out in the first 
half of this year. This is the most important finding of the 
latest survey of consumer attitudes by the Survey Re- 
search Center of the University of Michigan. 

Consumers have had a sense of security and confidence 
during the past 10 years. This has not been significantly 
affected by the recent recession. The majority of people 
still think that a depression of the magnitude of the 1930’s 
will not happen. 


They Expect Good Times. In evaluating the outlook 
for business in the next year more consumers think that 
there will be good times rather than bad times. However, 
the number thinking so is not quite as large as previously. 
Last year 66 percent of all families thought that there 
would be good times in the year ahead. Now 44 percent 
think so. And the number that anticipate bad times has 
increased from 11 percent a year ago to 24 now. This is 
more pessimistic than during the recession of 1953-1954— 
but an improvement since the beginning of this year. 

There is, of course, a direct relationship between the 
consumer’s attitude about the future of business in gen- 
eral and his own financial position in particular. As far 
as his own financial condition is concerned, more con- 
sumers now think they will be better off a year from 
now than thought so in December of last year. Thirty 
percent of all families feel that they will be doing better 
financially a year from now. The proportion was 28 per- 
cent at the end of last year. 


Personal Troubles. The personal financial situation of 
the consumer has deteriorated during the past 6 months. 
In June 1958, compared with December 1957, fewer people 
said that they were making more than a year ago. And 
more said that they were making less. A number of fam- 
ilies reported income increases but they felt that they were 
not better off—because of the increased cost of living. 

A number of families have been personally affected by 
the unemployment situation. About 1 out of every 6 fam- 
ilies was hit by unemployment during the past year. Thus 
consumers were less optimistic about whether they could 
get another job should they lose their present one. More 
people felt that their chances of getting a job was bad 
than in any other year since the survey was begun in 1952. 

However, in spite of these factors, a large proportion of 
consumers—41 percent—thought this was a good time 
to buy large household goods—furniture, appliances, etc. 
This compares with 43 percent who thought it was a good 
time to buy in June 1954 and 47 percent in June 1957. 
Only 26 percent think it is a bad time to buy compared 
with 33 percent who thought so in June 1954. Definite in- 
tentions to buy durable goods are less frequent than 6 
months ago. But the proportion of families who are un- 
decided or say “Possibly we might buy” has risen. 

Fears of inflation have subsided somewhat and the an- 
ticipation of “good buys” has emerged. Thus consumers 
expect that the price of durables will either stabilize or 
possibly go down in the months ahead. In June of last 
year 42 percent of all families expected prices to rise. Now 
only 28 percent:-expect price increases¥And 19 percent ac- 
tually expect a decline in prices. End 


1958 


SOMETHING YOU CAN’T 
ALWAYS SEE 
CIN A WATER HEATER) 


You can’t see much through the shell of a modern 
automatic water heater. Some shells, of course, are 
fancier than others .. . but to find the quality features, 
you have to take off the trimmings and fancy gim- 
cracks. Like an egg: you can’t tell how good it is until 
you've got it out of the shell. 


Toastmaster* Water Heater technicians have a way 
of getting down to the important facts in testing and 
comparing water heaters. It’s their job to check tank 
gauges, heating elements, recovery capacity, stress and 
strain, and such-like. And Toastmaster engineers and 
craftsmen see to it that Toastmaster Water Heaters 
stay ahead in quality ... keeping the margin of quality 
superiority that has made all Toastmaster products 
world-famous. 


As you know, 63% of all water heaters are replace- 
ments. And nearly 100% of the replacement prospects 
are seeking better quality . .. more dependable service 
than they were given by their original equipment. 


Take advantage of that huge replacement market 
Sell Toastmaster Water Heaters . . . sell QUALITY. 


TOASTMASTER 
Automatic. Woter Heaters . 


ANOTHER PRODUCT OF 


McGraw-Edison Co., 
Clark Division, 

5201 W. 65th St., 
Chicago 38, Ill. 


*”Toastmaster” is a registered trademark of McGraw-Edison Co., Chicago. 
Copyright 1958 by McGraw-Edison Co. 
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LIGHT BULBS IN OVER 30 YEARS 


WESTINGHOUSE ANNOUNCES 
ALL NEW EYE SAVING WHITE LIGHT BULBS 


A new shape...a 
new kind of light! 


NEW EASY-TO-HANDLE CONTOURS... 
NEW GLARE-PROTECTION...NEW WHITENESS 


From Westinghouse lamp research comes this first 
totally new kind of light bulb in a generation. Its 
streamlined cylindrical shape is no greater in diam- 
eter than ordinary bulbs, yet it has more inner sur- 
face area ... more area coated with millions of tiny, 








glare-diffusing, white silica particles. This built-in 
glare-filter is applied to the inside of the bulb with 
an electrostatic coating process developed by West- 
inghouse, providing a bulb with over-all whiteness 
and without the harsh glare-spot of ordinary bulbs. 


PROVED AND APPROVED ... ALL THE WAY 





CONSUMER TESTED... Thousands of householders through- 
out the country used and approved new Westinghouse Eye 
Saving White light bulbs, overwhelmingly voting them best 
for modern home lighting. 


RETAILER TESTED ... The selling power of these new light 
bulbs has been thoroughly proven under actual merchandising 





NEW EYE SAVING WHITE BULB gives ORDINARY BULB has glaring 
all-over whiteness and brightness. hot-spot at center. 
No glare, no hot-spot, no harsh 


shadows. 


ormer™ 
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conditions. Tests show that when new Eye Saving White 
bulbs are added to any retailer’s line, something wonderful 
happens to sales: 


. .. More people buy more Eye Saving White bulbs... 
average up 120% over previous sales 
. Other types of light bulbs benefit from the attention 
drawn to displays and over-all sales increase . . . total 
list value sold up 40% in one week. 


YOURS SOON FOR EXTRA SALES AND PROFITS 


Westinghouse production is now working around the clock to 
bring you stocks of new Eye Saving White bulbs soon. Plan 
now to order the lamps you'll need to meet the big consumer 
demand in your area. You’ll make more... up to 21.7% extra 
profit on every bulb sold. And, you'll sell more. . . they’ll put 
new life in your light bulb business. New Westinghouse Eye 
Saving White bulbs are another example of the plus-profit 
products and programs Westinghouse has for you right now. 
Call your local authorized Westinghouse Lamp Agent or write 
Westinghouse Lamp Division, Bloomfield, N. J. 


Cy you CAN BE SURE...iF «Westinghouse 











































































































IT’S A FACT! What's more it’s the most demonstrable feature of any polisher 
on the market today — bar none! With Beautiflor Wax and Johnson's 









exclusive throwaway pads, the Convertible cleans and waxes floors 
in a single operation. Here’s a feature that’s sure to arouse consumer 
enthusiasm before the sale, consumer satisfaction after the sale. (See 
testimonial—lower left corner.) And most important. ..the Con- 


vertible is priced for competitive selling, at a good profit to you. 


HERE’S HOW THIS AMAZING POLISHER 
GIVES YOUR CUSTOMERS A FLOOR-CARE 
JOB THAT’S REALLY PROFESSIONAL: 


1. Its single brush, along with Johnson’s Beautiflor 
— the paste wax that pours — brings up the dirt 
on the exclusive disposable pad and puts the wax 
on the floor in just one automatic operation! 





Free D 

COMPLETE WAXING * 
TH 

SCRUBBING KIT WITH 


TIBLE 
, ax CONVER 
yOHNSON’S W a 





2. Polishes and buffs like professional floor-care 
machines. Single brush works uniformly in one 





direction . . . resulting in a brighter shine. 


3. Dry-cleans rugs right on floors! No complicated 
adjustments. Designed to work together, special 
rug-cleaning brush and Johnson’s Rug Cleaner get 
the dirt out of the rug . . . gently, effectively. (Rug- 
Cleaning Kits available at slight extra cost.) 


4. Scrubs floors without splashing water or suds. 
Exclusive single brush scrubs right up to base- 
boards and within 114 inches of corners. 













‘pen Floor, 
1 pt. Kleen . 
— *¢* a of Johnson s 


ysable pads. 


Includes 


t. Beautiflor 
ae Wax plus 10 disp 





JOHNSON’S 
WAX 


“Johnson's,” ““Beautiflor” and ‘Kleen Floor” are registered trademarks of S. C. Johnson & Son, Inc., Racine, Wisconsin. 








Se//s 31 Johnson Polishers 
in one day! 


Blattner’s Department Store, Lima, Ohio, 
demonstrated that the Johnson’s Wax 
Convertible “cleans and waxes floors in 
one operation.” Result . . . 31 machines 
sold in one day! Jerome Blattner, partner, 
credits this remarkable success to the 
sales-stimulating power of demonstrating 
the Convertible in action. 
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- HE TV set business is a young indus- 
try that has not grown smoothly but 
rather by leaps and bounds. 

Many of us selling TV today remem- 
ber moving the first sets in 1946. That 
was the year when commercial TV was 
born, and saw about 10,000 sets pro- 
duced. I didn’t say “sold”, since a wait- 
ing public quickly took them from the for- 
tunate dealers who were able to supply 
them. Now, 12 years and over 50 million 
sets later, I am rather inclined to admit 
that with few exceptions none have been 
“sold” yet. They have been “bought” by 
an eager public attracted by this modern 
electronic miracle that brings their en- 
tertainment to them in their home. 


REPLACEMENT SELLING. Until quite 
recently we were selling a virgin market 
that expanded as new stations went on 
the air. Today we find a new condition. 
With TV sets in 85 percent of American 
homes, we have to sell a replacement mar- 
ket and a secondary market. 

There are about 47 million TV sets in 
use of which only about four million, or 
less than 10 percent are in multiple set 
homes. This leaves a vast untapped mar- 
ket for second and third sets in addition 
to a huge replacement market for all small 
screen sets and sets over five years old 
that should be traded in. This kind of 
market will need features and salesmen 
to sell them. The failure to recognize this 
is one of the factors behind the big drop in 
sales of TV sets for 1957 and 1958. 


WHAT’S WRONG? It is time then that 
we look back over the few short years and 
examine our mistakes and give some 
thought to putting the profit back into 
our merchandising of TV. This is true at 
all levels of the industry. With but few 
exceptions, manufacturers are not mak- 
ing money out of their TV manufactur- 
ing business. We are down to a handful 
of major manufacturers and are still 
confronted with mergers and talks of fur- 
ther ones. We have witnessed the passing 
of some great brand names. Some of our 
largest manufacturers are supported by 
the profits of other products or other 
services, when it could easily be the other 
way. We need profits not only for today’s 
business, but in order to provide the 
money for research so that we can bring 
out those new products that will enable 
us to grow. 

In my travels I have talked to many TV 
distributors who are operating multi- 
million dollar businesses either at a loss 
or who are quite happy to break even or 
make a penny or so out of each dollar’s 
worth of business. There are exceptions, 







MORT FARR SAYS: For Television 
Only the Beginning 


It’s 





Mort Farr, Upper Darby, Pa., dealer 


of course. But many distributors are leav- 
ing the business or retiring. I have heard 
bankers say that the risk distributors are 
taking on their capital investment is com- 
pletely out of line with profit possibilities 
in today’s market. 


A DEALER’S VIEWPOINT. In a dealer’s 
eyes there is much wrong with an indus- 
try that starts out with a maximum dis- 
count of 28 percent and works down to 
as low as 18 percent. It seems wrong for 
an industry to start out having warranty 
charges outside the list price starting at 
$75 for a year’s service policy and to work 
down to giving away a 90-day policy with 
the set. In the early years we sold one- 
year service policies on 16-inch sets for 
around $100 a year. Now, we are expected 
to give unlimited service under a policy 
on 21-inch sets for around half as much. 
We started charting $5 per call back in 
the late 40’s and that is still what the 
average dealer charges even though the 
wages to servicemen and operation ex- 
pense have nearly doubled since then. 

Franchises have no meaning if they are 
issued at all. The right to sell most TV 
lines is granted to anyone who can move 
them in quantity, regardless of how. Even 
where franchises are given to dealers, 
they provide no protection for the dealer 
who has sold the line for years and he 
can have whatever agreement that does 
exist cancelled for almost any cause on 
less than 30 days notice. 

In reading this, you might get the im- 
pression that I feel like a lot of other 
dealers. To hear some of them talk, they 
should not even be in the business. I am 
no prophet of gloom . in fact, I am 
optimistic, because a more healthy situa- 
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tion is already indicated. We have at least 
recognized that we have problems and 
that together we can solve them. 


WHAT CAN BE DONE? Manufacturers 
must provide more features that will at- 
tract customers, and make them want to 
trade. Prices and discounts have to be 
adjusted to allow for these trades. We 
could get some extra profit by cutting 
out those trips that someone must pay for 
and that take dealers out of their stores 
too long and too often. We don’t need as 
many models. 

Manufacturers should be more con- 
cerned with franchises, and design one 
that has a meaning for the dealer. Manu- 
facturers should take a much more active 
interest in dealer training, not only in 
sales and product, but in dealer manage- 
ment. If a dealer has potential he should 
be guided and encouraged. Manufacturers 
should confine their activity to the man- 
ufacture and sale of sets and leave the 
responsibility for servicing them to their 
dealers. They should recognize that the 
successful dealer is the dealer giving his 
own customers service on the sets he sells. 
Manufacturers should be thinking in 
terms of less free service and warranty 
and not more. 

Distributors have a responsibility to 
provide enough services to earn the mark- 
up they need to operate efficiently. They 
should be conscious of dealer problems 
and help them to make a profit. Distribu- 
tors should consider their franchise prob- 
lems and set about getting a dealer or- 
ganization that will be profitable for both 
distributor and dealer. Many years ago I 
described the distributor-salesman as the 
weakest link in the chain of distribution 
and except in rare instances this is still 
true today. 

A dealer likewise has a responsibility 
to his supplier. He should carry a repre- 
sentative line of the makes which he car- 
ries on his floor and promote and sell 
them. He should learn to sell portables as 
second sets and acquire the technique and 
facilities to do realistic trading of old sets 
so that they can be reconditioned. 

In trading he should sell up to the 
higher priced and color sets. With close 
to 50 million sets in use, if they were only 
traded once in 10 years the replacement 
market alone would be five million sets a 
year. The dealer should be responsible for 
seeing that the customer get good selling 
at the point of sale, good delivery, good 
installation and good instruction and 
adequate service, should it be required. A 
dealer must do all these things and make 
himself important to his supplier if he 
expects their cooperation. End 
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EUREKA 


announces the Big Change in cleaners... 


CLEANING 
ACTION 


EXCLUSIVE AIR-POWERED ‘‘VIBRA-BEATERS’’ 


HORSEPOWER | SHAKE RUG...LOOSEN EMBEDDED DIRT 
SUCTION > ™ 


picks up loosened dirt, 
lint instantly 








TWO 


FLOATING 


a peer eee ae BRUSHES 


a SWEEP 
aad ae <r THE NAP 


: . = - GA uy ce @ 
| WE ' % : 


salnedaedens a fabulous new cleaner—the new Eureka Mobile Aire Model 1010. Ie’ S light! [t? s low! And the 
sleek new design, the incredible ease of operation, the three-times-faster Vibra-Beat Cleaning Action are 


just terrific. The Mobile Aire is a real beauty, too—finished in a dazzling combination of lustrous, pale jade 


green, iridescent cream and gleaming gold. 
Complete with 10 deluxe tools in special carrying kit S iS] 9295 


CLEANS 3 TIMES AS FAST... BECAUSE 
ONE STROKE CLEANS LIKE THREE 
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STARTING 


LATE SEPTEMBER, " . Chmaging Spielacilar/ 
HUGE NATIONAL | LIVE”? STORE DEMONSTRATION 


CAMPAIGN TO AND DISPLAY UNIT 


INTRODUCE THE 
MOBILE AIRE Really sells Eureka Vibra-Beat Cleaning Action 


— reaching 
76,000,000 people! 


wer iy 


— 


oe 


ade —_ | 





LIFE + THIS WEEK 
PARADE - WEEKEND 
and other 
Sunday Magazines 











Complete set of 10 deluxe 
cleaning tools, in ‘Handy- 
Pak" Carrying Kit, includes 
new unbreakable hose and 
two rug nozzles—Vibra-Beat 
and Regular. 





THE VIBRA-BEAT CLEANER 
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ONFUSED 
ABOUT 








STEREO? 


For the past two years High Fidelity has been hailed as the great profit 
opportunity of the electronics industry. Sales have been growing by 
leaps and bounds... at healthy profit margins. In fact, high fidelity 
has been one of the few electronics products to resist an industry-wide 
trend toward shrinking profit margins. 


All of a sudden, a new word has come upon the scene... STEREO! 
And overnight confidence has given way to confusion. 


What is stereo? How should it be sold? Manufacturers have answered 
these questions in several different and conflicting ways. Who among 
the “prophets” is telling the right story? What do you say to your cus- 
tomers? And, most of all, what do you do right now to keep that exciting 
new word from blighting the profitable High Fidelity business at the 


very moment when it’s blossoming to full flower? 


Well, here’s Philco’s answer...to bring order and common sense 


out of confusion 


HERE ARE SOME BASIC FACTS about stereo-high fidelity that all 


scientists in the field of sound reproduction will agree upon: 


1. True Stereophonic Sound requires separate speakers in separate 


cabinets at least 8 feet apart. 


2. All amplifiers, whether individual, dual channel or split, must 
be adequately powered for high fidelity delivery. 

In the face of these universally acknowledged facts, sets have appeared 
on the market that either do not deliver true stereo because both speakers 
are close together in the same cabinet or they do not deliver true high fidelity 


because they lack the necessary power and range. 


In other words, they give the appearance of stereo-high fidelity without 


delivering it. They ask the buyer to pay for stereo-high fidelity without 
getting it! 
So no wonder there’s confusion. Which way should you go separate 


cabinets or single cabinets? Twin, dual channel or split amplifiers? True 


stereo-high fidelity or imitation? Compatible stereo tone arms or conver- 


sion kits? What's the right way? What will the public buy? 


WITHOUT RESERVATION, PHILCO PRESENTS to the dealers of 
America a high fidelity line that has the only true flexible, logical and prac- 
tical answer to the stereo problem ...the only line that enables the dealer 
to give a straightforward answer to all types of stereophonic high fidelity 
prospects... the only stereo answer that makes a sale on the spot, instead 


of de laying it with confusion. 


Why? Because Philco is the one line that’s conceived and built to give 


the customer exactly what he wants and pay only for what he needs. 


lf he is sold on stereo, you can give it to him in its finest form with 
Philco, without sacrifice of quality or performance. It does not ask 


you to sell an imitation nor to stretch the truth with your customer. 


lf he wants high fidelity only and is “‘just curious about stereo,” you 
can tell him the truth and sell him what he really wants, without mak- 


ing him pay a penalty for something extra that he doesn’t want. 


If he wants to add stereo later, Philco’s approach reassures him that 
any Philco high fidelity instrument he bus today is completely com- 
patible with stereo. It is fully equipped right now to play both the new 
stereo records monaurally as well as regular records. Then, when he’s 
ready for stereo, he just adds the Philco plug-in amplifier-speaker 
unit. No conversion, no complicated installation. And he will have 
the best there is, Phileo High Fidelity, with no compromise with 
true stereophonic sound and no sacrifice of high fidelity* for mere 


stereophonic effect. 


THIS IS THE PHILCO SALES STORY that’s crystal-clear and plays 
fair with your customer. And furthermore it’s the only story that makes 
sense from a realistic merchandising point of view. It avoids the indecision 
about whether your customer wants two cabinets, or whether he’s willing 
to accept something less than true stereo. You can truthfully tell him that 
if he buys Philco today, his purchase will not be obsolete tomorrow. And 
finally, it reassures him that he’s getting the very best in high fidelity... 
which is what he came in to buy in the first place! 


That’s Philco’s position in stereo. It makes sense... it’s honest... 
it gives you and your salesman a story you can tell with conviction 
—and it makes the sale today! Get the full story from your Philco 
distributor, right now. 


* When you sell Philco, you're git ing your customers the greatest high 
fidelity sound available today in factory assembled instruments. Be- 
cause only Philco has the Fidelitron Sound System — a major break- 
through in the science of sound. If you haven't already heard the 
Fidelitron story, ask your Philco distributor! 


LOOK AHEAD...and you'll sell ey al : i ¢ O 
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ke) Whirlpool DEALERS are THE 


ONLY ONES WHO CAN SELL... 


ad 
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RANGES 
FEATURING... 





kes 


mF built-in Bar-B-Kewer meat oven...“2-Set” automatic 
ing clock...automatic baster...exclusive _ Ka-Bob. No other 


hat 


.nd ranges have all the features...all the profit 
7 opportunities of these all-new 30’, 36’ and 40’ 
es RCA WHIRLPOOL gas ranges. 


tion 
ilco 


4) exclusive Automatic Ka- easy-to-use ''2-Set’’ ee thermostatically Con- 
» Bob cooks 5 shish-kabobs to Automatic Clock times the A por trolled Burner ends food 


delicious perfection. , oven and 1 appliance outlet.; — scorching and boilovers. 


RA) Whinkpoot HOME APPLIANCES 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trademarks Roa and RCA authorized by trademark owner Radio Corporation of America 
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MODEL 600X (6%" wide x 2%" high x 4%" deep). Vernier tuning. Circular station selector and pilot light. 5 miniature tubes plus power transistor. Push-pull 5 x 7 
speaker. Available with special front plate and attached speaker for attractive under-dash installation optional, extra. Specifications subject to change without notice 


NEWEST MOTOROLA’ CAR RADIO 
% 
Custom-fits most ally Caf 
(even tiny ones without dash openings) 
by drilling 3 small hol 
Motorola Model 600X can easily become 
WORKS ON 12-VOLT your best-selling car radio— Here’s why 


NEGATIVE OR POSITIVE gy = 
GROUND SYSTEM ad) anit 




















; estte rs = OY 

If there has ever been a car radio that’ll work most anywhere 

... Motorola’s new transistor-powered Model 600X is that New Reverse Polarity Design. Golden Heart That Never Wears 
hahv : - 1c -ineta , ‘are foreion care , Makes installation simple and fool- Out. One miracle transistor re- 
baby. You can custom-install it in new cars, foreign cars, older Saaak Ws Galan ar Gee, deat «as Us cas es a ee 
cars—even trucks and boats in just five minutes. Drill three eS SSE ES | NS ee ae Sie eee 

. . ground. rain os 

small holes . . . fit the trim plate and knobs .. . and you’re in 


business. And it makes no difference whether the car is of neg- 
ative ground or positive, as many foreign cars are. You can 
change the polarity simply by reversing the plug. 

Why not arm yourself with the added sales appeal Motorola 
Model 600X offers your customers! This smart-looking car radio 











features luxurious chrome-finish styling ...custom-installs in New Push-Pull Audio Output Exclusive Volumatic® holds sta- 
’ : Stage amplifies signal and supplies tion signals strong and clear under asec cree 
Cars where other sets won t. more power to speaker with less viaducts or among tall buildings, - 
distortion. Results in clearer, richer wherever there is a signal present. BRAND 
* : hi-fi- a] 
Ask your Motorola distributor to show you why you can i-fi-like sound. NAMES 








make an extra profit on every Motorola Car Radio you sell. ee pear eee 


More to enjoy means 
More to sell from AA 


World's Largest Exclusive Electronics Manufacturer 
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FIRST WITH 


NEW “TRIMETTE” FOR UNDERARMS 
Lady Ronson’s exclusive “Trimette,” 
a separate set of gentle trimmers, 
smooths underarms...swiftly, safely! 











; , Closer.. 





Lady ‘Ronson 


cA > nr 


UNDERARMS ¥ 


“4 


NEW “BEAUTY-GLIDE” FOR LEGS 
Only Lady Ronson Deluxe has “‘beauty- 
glide’ contoured shaver head...shaves 
.keeps legs hair-free days 
’ longer! No scraping, no irritation! 








EXQUISITE JEWELRY LOOK-—etched in gold with a spray of gleaming 
pearls! In Blush Pink, Blue Heaven, Snow White. Suggested retail price $17.50. 


THE “PEEK-A-B0O” PACKAGE — Rich new package is sheathed in satin 


and touched with gold. Strictly feminine and hard to resist! 


Lady Ronson Deluxe will be backed by powerful consumer adver- 
tising and sales incentives for you and your sales personnel. Ask 
your supplier to show you this fabulous new “leading lady’’! 





1958 
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MAKER OF THE WORLD’S GREATEST LIGHTERS, 
ELECTRIC SHAVERS AND HAIR DRYERS 
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MODEL 680. 
Complete 
stereophonic 


high-fidelity twir 


console phon 
BALANCED 


LISTENING cont 


IX speaker 


Diamond sty] 
Columbia C-D 
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MODEL 650. 
Stereophonic 
high-fidelity 
traditional 
phonograph wit 
\M/FM radio 
BALANCED 
LISTENING control 
Four speaker 
Columbia C-D 
stereophonic 
cartridge 


Diamond stylus 





XCLUSIVE! 
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MODEL 642. 
Stereophonic 
high-fidelity table 
model phonograph. 
BALANCED LISTENING 
control. Columbia C-D 
stereophonic 
cartridge. Three 
speakers. 50 to 
16,000 eps. Cabinet 
design by famed 
Paul MeCobb! Legs 
and remote speakers 
optional. 











MAKE YOU 
THE CENTER OF 


All-new phonographs. . 
most-wanted features! 


. styled to sell on sight... loaded with exclusive and 


COLUMBIA—world-famous for “‘firsts’’ in high fidelity —introduces a complete 
line of 25 magnificent, all-new phonographs for 1959, starting at $29.95.* Trim, 
rich-sounding portables... exciting, full stereophonic console systems with 
built-in or “drop-in” AM/FM radio .. . a big selection in every price class! Each 
instrument is a product of the experienced engineering staff of CBS Sound Labora- 
tories, who gave you the ( record and the best-selling, original ““360’’ phonograph. 
Columbia’s 1959 phonographs are net only excitingly new, they’re different, 

too! Here’s how... 
All stereophonic models have Columbia’s exclusive BALANCED LISTENING 
control, that automatically moves the Center of Sound to surrownd the 

listener, no matter where he sits! 
e For 1959 Columbia offers the revolutionary C-D+{+ (Constant 
Displacement) stereophonic cartridge for the 
reproduction. 


finest stereo 


e A selection of cabinet designs and styles in a choice of fine 
finishes to suit every taste. And there’s an extra for 1959 
—new traditional and provincial models! 


FAMOUS "360" Stereophonic 
high-fidelity phonograph. The 
world’s most famous phonograph 
goes stereo! Completely 
equipped for stereophonic 
reproduction. BALANCED 
LISTENING control. Two matched 
speakers. 4-speed automatic 
record changer. 
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MODEL 612. Manual portable 
phonograph. 4-speed turret selector. 
Columbia-Ronette cartridge 

with jeweled styli. Vibrant, two-tone 
colors. Best selling of low-priced, 
high-quality portables. 


LRSALR IAEA 


MODEL 637. Complete stereophonic 
high-fidelity console phonograph, with 
two remote speakers in matching 
shelf-type cabinets. BALANCED LISTENING 
control. Three speakers. Diamond 
stylus. Columbia C-D stereophonic 
cartridge. 20 to 20,000 cps. 





1959 


ee FIDELITY] 











MODEL 632. Stereophonic high-fidelity console 
phonograph. BALANCED LISTENING control. 


cartridge. Tuner-input jack. 


+ ] . Four speakers. Diamond stylus. Cabinet 
design by Peter Quay Yang. 
i Columbia C-D stereophonic 


- YOUBBESTORE 


THE CENTER OF 


nh HH neta Ca tty 


ve and With Columbia you can sell full stereo now, starting at a hard-to-beat $124.90* 

retail—or sell a stereo-adaptable phonograph for as little as $84.95*, to which 
ymplete a matching remote speaker/amplifier unit can be added at any time for full- 
* Trim, stereophonic sound. 





is with Columbia will back you up every step of the way, with a coordinated advertising 
3! Each and merchandising program on both national and local levels! 


uabora- . . é , 5 ‘ 
i e Full-page, full-color ads in Life, Look, The New Yorker, Sunset, and an 


exclusively Columbia Magazine Supplement in The New York Times, featuring 
ifferent, the fabulous ‘‘Center of Sound” theme! 


ograph. 


e Local ad mats ready and waiting at every daily newspaper in the top 1,000 MODEL HF 
NING arkets! ° -3.C = 
PENING} markets! cator/demonstrator port eer te stereophonic 
und the — . , way Ing stereo in your « ae Phonograph, 
e Exciting radio and TV commercials! Four-speed tu; r store! Fe 
sR ig rret-controlle 
Speakers each in its own ¢ bi 


' high-fidelity edu- 
bs _ Perfect for demonstrat- 
ein LANCED LISTENING contro] 
* tae or. 12™ond stylus. Two full faaiea 
‘ et, each equipped with 20’ of 
a with 20’ of cord. 
Plete information "ow from yourc 
+ Colum 


e Easy-to-assemble counter displays, and dealer sales aids for maxi- 
mum impact in a minimum area! 


‘onstant 
stereo 
e Exciting stereophonic demonstration dise—a sensational sales 


bia istributors 
> — 
e of fine sparker! D 


for 1959 PLUS the priceless prestige of The Greatest Name in 
Sound! 


RR DEMONS REVOLUTIONARY FEATURES 


MODEL 617. Automatic high-fidelity 
portable phonograph equipped for 
stereophonic reproduction. Automatic 
safety shut-off. Two speakers for 
extended-range performance. Two-tone 
colors. Remote unit for full stereophonic 
reproduction is optional. 


HIGH-FIDELITY PHONOGRAPHS BY Cele) Rep.” 6-3 7. Gar 


ices quoted are suggested list in East and Southeast. ® “Columbia” @ @ “360” Marcas Reg. A division of Columbia Broadcasting System, Inc. 
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New Ultra-Modern 
Back Panel 









GET)IN ORBiT! 
ROCKET YOUR 
/\ WAY To 
//RECORD 
~ SALES 






Write for Complete Information. 
Dept. EM 
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4 GREAT NEW MODELS 
.. TWO WITH VERSATILE 
ROTIS-O-GRILL 











GRILLS 


| GIVES EXTRA 
WORK SPACE 


} 
—_— Model 59C22 


— 


—— 








a 


SO Build Extra Sales with 





GEO. D. ROPER SALES CORP. 


this Special Roper Rotis-O-Grill Model 


Now you can offer the most sensational cooking innovation of the year at a low sale 
price. This Roper “Rotis-O-Grill” model gives your prospects unequaled top-of-range 
cooking versatility and convenience . . . earns you a healthy mark-up. Other Roper 
features, including the new Ultra-Modern back panel and King-Size “Bake-Master” 
oven, will help you make record Round-Up Sales. Write today for full details. 


A Subsidiary of Geo. D, Roper Corporation 
KANKAKEE, ILLINOIS 


SEPTEMBER, 1958—ELECTRICAL MERCHANDISING 





















Here’s what HARRY B. PRICE, JR., President of Price’s, Inc., says in a recent letter: 


"7 Actually, there are three prime factors, 


in my opinion, which influence the buying deci- 
sions of the American consumer when it comes to 


advertising major appliances, always assuming, 
4 e ee of course, that it is a quality product and that 
his the ad itself is professionally and competently 
M 





A z\ N i= rendered. 


I refer to the impact, coverage and 
penetration of the local market the advertisement 
must have to help sell appliances. Which brings me 
to your fine magazine. 


THIS WEEK really sparks appliance sales 


We retailers know from experience that America's 
appliance manufacturers help us in the movement 
of their merchandise when their advertising is in 
the pages of THIS WEEK. 

Your magazine presents the brand image and 
quality-service story week after week with impact, 
coverage and penetration in the local market. 

THIS WEEK does a terrific job of influencing 

the buying decision of American consumers. 


AG 
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HARRY B. PRICE, JR. 


President, Price's, Inc., Norfolk, Va. 


Chairman of the Executive Committee, 

National Appliance and Radio-TV Dealers Association. 
Founder, Management School of the American University 
in cooperation with N.A.R.D.A. 

Brand Name Foundation Retailer-of-the year 
Award Winner. 
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aI Your advertising is read by more people in THIs WEEK MAGAZINE than in any other publication 

ale 12,000,000 families read THIS WEEK every week. Your advertising in THIS WEEK gets heavy 

: newspaper coverage combined with high magazine readership . . . at a very low cost per thou- 

ige sand. THIS WEEK is today’s most powerful selling force in print. 

per The most widely read national magazine in America sharing the power and prestige of these great newspapers: 

er” The Baltimore Sunday Sun * The Birmingham News * Boston Sunday Herald * Buffalo Evening News* * The Charlotte Observer * Chicago Daily News 
» The Cincinnati Enquirer * Cleveland Plain Dealer * The Dallas Morning News * The Denver Post * Des Moines Sunday Register * The Detroit News * The Houston 
Post * The Indianapolis Star * The Jacksonville Florida-Times-Union « Los Angeles Times * The Memphis Commercial Appeal * The Miami News * The Milwaukee 
Journal *« Minneapolis Sunday Tribune * New Orleans Times-Picayune-States * New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The 
Philadelphia Sunday Bulletin * The Phoenix Arizona Republic * The Pittsburgh Press * Portland Oregon Sunday Journal * Providence Sunday Journal * Richmond Times- 

oration Dispatch * Rochester Democrat and Chronicle * St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio Express and Sunday News * San Francisco Chronicle 


* The Spokane Spokesman-Review * The Syracuse Post-Standard * The Washington Sunday Star * The Wichita Sunday Eagle *Effective October, 1958 
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... really retail conscious” 


says DONALD R. HART, Executive Vice President, 
Tri-State Appliance, Huntington, W. Va. 


“The people in the CommerctaL Creprr offices in this 
area are really retail conscious. We do a lot of seasonal 
promotion, and they help our dealers stock the proper 
amount of merchandise for these heavy selling periods. 
They often check credits by phone for immediate sales 
closings. Working with CommercitaL Crepir PLAN. we 
have been able to make sales to dealer accounts we might 
not have handled under our own credit system. The big 
reason we picked COMMERCIAL Crepit 8 years ago was 
the complete representation they have al! through our 

trading area.”’ 


Commercial Credit dealers 
are successful dealers 













Write or call the nearest COMMERCIAL CREDIT CORPORATION 
office for complete information on the benefits of COMMERCIAL 


CrebIT PLAN. Why not do it, today? 












A service offered through subsidiaries of the 





Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . .. offices in principal 
cities of the United States and Canada. 
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Electrical 


Merchandising 


2) VOL. 90 SEPTEMBER, 1958 


Fewer still realize all of the impli- 
cations inherent in this new maturity--- 
Television, which once grew so fast implications which will have far-reaching 
no one could keep up with it, has now effect on manufacturers, distributors and 
matured---and, characteristically, has dealers. For that reason, the editors of 
matured so quickly and dramatically that ELECTRICAL MERCHANDISING have 
few in the industry are aware that it has devoted this Special Report to a detailed 
happened. analysis of today's changed market. 


In that market no single statistic 
mirrors TV's growth as well and accen- In this Report you'll find a frank ap- 
tuates its new problems so sharply as praisal of the problems posed by selling 
does the fact that 84 percent of Ameri- in a replacement market (page 42), a 
can homes now have TV. Since no new profile of seven different types of re- 
producft---not even a dramatic one like tailers who have adjusted to the chang- 
color---seems likely to spark any sud- ing market (page 47), and a detailed 
den new buying boom, the industry's fu- study of a dealer who is building for 
ture is tied inescapably to learning how tomorrow's market by selling color in 
to sell the replacement market. today's. 


TODAY’S — 
That's our Special Report on tele- TE L EVI t E © bard 
vision's "new look". Nowhere else will 


you find such a complete, authentic, SALES 
and fact-packed description of ... 
PICTURE 
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And 

the second set 
market has de- 
veloped so slowly... 





The industry today 


depends heavily on 


replacement sales. 





% of Homes with TV~Y 


% of Homes 
with Multiple Sets 


Replacement sales quota (increasing) 


Second set quota (increasing) 
First set quota (decreasing) 


Retail sales target for ’58 
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2,900,000 
700,000 
1,800,000 


5,400,000 


TV TODAY: Even a Mature Market 


Has Its Problems 


And the thorniest of these is how to convince the man who 
already owns a set that he should replace it with another. The in- 


dustry is meeting this challenge by making more product improve- 


ments than ever before in its history 


By JAMES J. CASSIDY 


A shade more than half of the 5.4 mil- 
lion TV sets sold this year will have to 
displace sets already in use. That’s what 
a replacement market means. And TV is 
now a replacement business. 

Displacing 2,860,000 old TV’s may 
sound like a tremendous job in a recession 


PAGE 42 





year which has taught the consumer to 
make the old one do, but more tremendous 
is the potential the replacement market 
holds. 

© Of 48.3 million TV sets now in use in 
50.8 million U.S. homes, some 11 million 
are five years old or older. 


SEPTEMBER, 


eFrom another angle—screen size— 
some 14 million sets in use are consoles 
and table models with screens 18 inches 
and smaller. And in this group are nearly 
three million sets with screens 15 inches 
and smaller. Neither of these figures in- 
clude the 9-, 10-, 14-, and 17-inch portables 
of recent vintage. 

Despite 10 non-recession years of multi- 
millions in advertising and untold hard 
sell from dealer floors, U. S. consumers 
still watch three million small screen 
monsters which are paling antiques com- 
pared to the sharp, powerful, automatic 
21-inch picture of today and the svelte 
luxury cabinetry which holds it. 
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Perhaps both the factory men and the 
dealers have been too spoiled by the steady 
flow of new and sweeping product develop- 
ments to realize just how obsolete most of 
the 48 million sets in the market are when 
stacked up against 1959 models. In a re- 
placement market the job is to realize this 
and then tell the public. Or better, SHOW 
the public. 

Do you have any more than a vague 
recollection of what a five-year-old set 
looks like; of what features it had? Check 
the pictures on this page and remember 
there are 11 million of these units still out 
there. 

A five-year-old set is a big hulk of a 
thing in a cabinet at least 20 inches deep 
and often as deep as 22 inches. The cabinet 
is a garish, too-red mahogany, and the 
veneers are offensive compared to the rich- 
ness of today’s product. 

To the guy who owns it the picture is 
“still the greatest.” But what he doesn’t 
realize is that the tube and all the compo- 
nents are five years old or older, and are 
suffering from sheer age alone. He proba- 
bly has to wait two or three minutes for 
the picture to warm up. And he probably 
takes another two to three minutes to 
tune it, adjust it, catch the flopover. The 
brightness isn’t bright anymore; the con- 
trast a fraction of the range of any of to- 
day’s sets. The tuner is a sieve compared 
to the filtering action, the interference 
prevention of today’s cascodes. 

The set has tired blood. It has given its 
owner more value, enjoyment, entertain- 
ment than any $250 he’s ever invested. But 
it should be retired to pasture. 


Compare and Sell 


The cry from all the factories this year 
is the same: exploit the shortcomings and 
inadequacies of the old sets. Compare them 
to today’s picture. Here’s the way leading 
manufacturers are doing it: 


At Motorola all the executives are work- 
ing the same anecdote into their distribu- 
tor pitches—and even social conversa- 
tions. Vice-president Ted Herkes tells of 
the shock he gave a neighbor by bringing 
a current portable into the neighbor’s 
home and comparing the picture with the 
old 15-inch console the neighbor loved so 
fondly and so well. Now the neighbor uses 
his new portable on the patio in the day- 
time. It had to be dusk before he could see 
a picture on the old one. Herkes, remem- 
bering Motorola’s old champion best seller 
the VT 71, reminds us: ‘Man, there’s 20,- 
000 volts going into these picture tubes 


TV Is a Trade-in Business 


Last year more than one in every three 
sales involved a trade, 


1957 1956 1955 1954 1953 1952 1951 1950 
Percent of 


TV sales 
involving 35; 43: 38; 29; 27: 17) 151 13 


a trade 


Source: NARDA COST OF DOING BUSINESS SURVEY 


today. . . . Four-wafer cascode tuners do 
miracles today. . . . With $1.50 worth of 
guts and five years of development we’re 
putting filter systems in today’s sets that 
make snow and interference sounds old 
memories. 


At Admiral, TV sales manager Ross Si- 
ragusa, Jr., remembered the old 3-foot 
theater era he grew up in: “We did about 
$200,000,000 with it. ...It was 22% 
inches deep. ... Our first 21-inch set 
had a 70-degree tube in it and a horror of 
a brown plastic cabinet. ... It limped 
along with 13,000 volts. Today’s set is 6 
inches shorter; has 18 to 20,000 volts; fil- 
ter glass; aluminized tube; 100 percent 
more contrast.” 


At Philco, marketing vice-president, 
Henry Bowes, spoke reverently of the first 
“no-stoop-no-squat” innovation before 
launching his pitch on the new Predicta 
line and the era of separated chassis and 
tube. “Today we take top tuning and front 
tuning and high fidelity sound for grant- 
ed. We forget too much. We don’t realize 
how dramatic today’s standard equipment 
features really are. . . . The industry has 
got to keep producing new things to speed 
up obsolescence and make people excited 
enough about today’s goods to get rid of 
their old stuff. We need dramatic -new 
concepts of TV forms and TV services 
rendered. .. .” ‘ 


General Electric’s 1959 market strategy 
was drawn to obsolete the whole concept 
of what table models should look like. The 
factory insists that the new Designer Se- 
ries is neither table model nor portable but 
“a new concept.” And G-E, which five 
years ago used to put 15-inch speakers in 
17-inch consoles, is again picking up the 
sound trend—avoiding five-speaker hi-fi 
systems of competitors—and offering one 
huge coaxial horn which sweeps the full 
width of a 21-inch console. 


Riding the sound trend, Emerson has 
brought out-front sound to 17-inch port- 
ables—and has integrated speaker and all 
tuning knobs in a single horizontal front 
panel. 


Magnavox has added out-front sound 
to less expensive sets by pointing speakers 
straight up and adding an external sound- 
ing board which bounces the sound out 
front. 


RCA’s major pitch is that the 1959 line 
is giving the customer more value inside 
the set without price increases: a third IF 
stage; deluxe tuners; and power trans- 
formers throughout the table and console 
line. 


Sylvania keeps its ‘‘slimmest” line pitch 
hot by adding four new Sylouette models 
with prices starting $60 under last No- 
vember’s original. 


And Zenith, which has for two years 
been proving the obsolescence power of re- 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1958 


Do you remember ? 


Sales of sets like these 
helped the industry grow. 
Get... 
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... product developments like these show the public how old an old set really is. ... 
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A Mature Market 
Has Its Problems 


CONTINUED 


mote tuning while competition wondered, 
rams the word home again—and louder— 
with a wireless remote line which includes 
31 models and flavors, starting with a 17- 
inch portable aimed specifically at the hos- 
pital market. 


Sell the Replacement 

As TV enters the replacement era of the 
business, it has become vital that the in- 
dustry from factory to dealer gear its 
merchandising to the job of coaxing the 
consumer to get rid of the set he now 
owns. 

Why? Because a TV set is bought for 
only one of three reasons, according to 
Sylvania’s Frank Mansfield, the dean of 
industry market researchers. A new set is 
either an initial purchase by someone 
who never had one; or it is a second set; 
or it retires a set already in the home. 

Until about 1952, the industry was on a 
gravy train. Saturation was still growing 
and some 90 percent of sets sold were first 
purchases. Last year, the scales switched: 
41 percent of sales were initial purchases 
and 47 percent were replacements. Mean- 
while, the second set market, after a sud- 
den burst in 1955 with introduction of the 
portable, settled down to 11 percent of 
sales. 

The initial set honeymoon was over. 
This year, only 34 percent of sales are ex- 
pected to be first purchases; 52 percent 
are replacements and 13 percent second 
sets. 

In the next ten years, first purchases 
will slide gradually to 12 percent of sales, 
replacements will become more and more 
vital and will represent 72 percent of sales. 
The second set business will increase, of 
course. But, within the next ten years at 
any rate, it is not seen as greater than 15 
percent of sales. And this latter projection 
is offered despite the expectation of popu- 
larly priced cordless, transistorized TV 
portables by 1961. 

So it becomes more and more essential 
that the industry learn the techniques of 
the obsolescence selling. 


Saturation Tells the Story 


Right now U.S. homes are 84 percent 


Too Many Old Sets 


There are 11.3 million non-portable sets five 
years or more old still in use today. 


In Use: Scrapped Still 
Jan. 1, 1953 In 1953-57 In Use 
13” or less 6.2 3.3 2.9 
16-18” 10.5 3.9 6.6 
19-21” 4.1 2.3 1.8 
Total 20.8 9.5 11.3 


Source: Sylvania Research Dept. 
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Did You 
Remember Them? 


Some of those “old” sets 
on page 43 aren’t as old in 
years as you might think. But 
one and all they’ve been ob- 
soleted by today’s improved 
merchandise. Here’s the line- 
up, top to bottom, of the five 
sets we’ve picked to illustrate 
what millions of Americans 
still consider to be modern 
television. How many did 
you remember? 


1. The Admiral “three-foot” 
theater. Model 24X16, in- 
troduced in late 1949. 

. RCA table model T-100 
which retailed at $169.95 
and was introduced in 1950. 
. A Zenith console’ with 
round tube the 2437R in- 
troduced in 1950. 

A DuMont table set, the 
17-inch Sumter, introduced 
in 1950. 

. One of the first portables, 
the Crosley Super V, in- 
troduced in early 1954. 


te 


2,9 


vr 











saturated with TV. Actually, the key mar- 
kets are even more saturated since the 84 
percent represents a mathematical average 
of all markets. 

How vital saturation is to you depends 
on the location of your store. According 
to an annual survey by the Advertising Re- 
search Foundation (ARF), 30 counties in 
the country are over 95 percent saturated; 
963 of 3,070 counties are over 80 percent 
saturated. 

ARF’s saturation map colors the coun- 
ties by amount of saturation, assigning 
red and pink to the highest percentages. 
The pinkest areas in the country are above 
the Mason-Dixon line and east of the Mis- 
sissippi. Iowa has more red (95 percent 
and over saturation) counties than any 
other state. Lower Michigan is all pink 
(85 percent) ; Ohio is all pink; so are New 
Jersey, Connecticut, Rhode Island, Massa- 
chusetts and Delaware. Almost all pink 
are: Pennsylvania, New York, Maryland, 
southern California. The least saturated 
(35 percent to 59 percent) states are Wy- 
oming, Nevada and Montana where they 
have more deserts and mountains than 
people. Most counties in the remainder of 
states are rated as 60 percent to 80 per- 
cent saturated. 


Sales Grow As Saturation Climbs 


3ut even the saturation cloud has its 
silver lining. Most marketing men have ac- 
tually been impatient—waiting for satu- 
ration to reach maximum; waiting for the 
replacement era to arrive. Marketing men 
base their long term sales plans on a sim- 
ple maxim: the more sets there are in use, 
the more sales can be expected in a given 
year. As sets-in-use rise, so do sales. 

They’ve learned this from radio—and 
some 30 years of analysis of radio sales 
patterns. They point to radio to prove 
their predictions of bigger TV business to 











1958 





come in the next five to ten years. TV will 
do what radio did. 

What did radio do? At its introduction 
radio took off like a shot. So did TV. For 
10 years radio sales went up each year, 
then dipped when saturation hit maxi- 
mum. Radio rose steadily again till it 
boomed in post war years; dipped again 
once that abnormal demand was satisfied ; 
resumed its steady increase. Last year it 
registered the fourth highest unit sales 
period in its 30-year history. 

TV will follow radio’s pattern. It has al- 
ready had (1956-57) its saturation slide- 
off and is seen now as starting the replace- 
ment rise radio enjoyed at the start of its 
second decade. 


Just Ahead: Steady Growth 


From now on out, TV unit sales at re- 
tail are expected to increase by about half 
a million sets a year to 7.5 and 8 million 
(all time highs) in the early 1960's. 

History will show, the set makers say, 
that 1958—this year—will be the lowest 
sales year TV will have had since it ad- 
vanced from infancy. Most see the year 
producing 5.4 million sales—off 17 percent 
from last year—although some see sales 
falling as low as 5.1 million. 

But this is a recession year, they point 
out, and despite the setback, the most im- 
portant thing is that the total sets in use 
continue to grow. There are now some 48.3 
million sets in use in the 50.8 million 
homes in the U.S., according to NBC esti- 
mates as of July 1, 1958. The key factor 
here is that as sets-in-use grow, more sets 
get older each year and more die of old 
age—are scrapped—and are replaced. 

The number scrapped each year has 
been growing steadily and the rate of 
scrappage is growing too. In 1953, scrap- 
page reached a million units for that year. 
By 1956, it had reached 2 million; and 
last year reached 3 million. Had 1958 been 
normal, scrappage would have been fig- 
ured at 3.5 million units. But the “make 
the old one do” philosophy of the recession 
cut that number drastically. 

Meanwhile the scrappage rate is rising 
steadily. Assuming a return to normal, it 
will have risen by 1960 to a point where 
8 percent of the sets in use that year will 


MORE> 


Too Many ‘‘Small’’ Sets 


There are 14 million non-portable sets with 
18-inch or smaller picture tubes still in use 
today. 


In Use % of Total 


Portables 14” or less 1.9 million 41 
17” 1.6 3.4 
Non-portables 15” & less 2.9 6.4 
16-18” 11.2 24.3 
19-21” 25.9 56.3 
22” & over 2.2 48 
Color 0.3 0.7 


Source: Sylvania Research Dept. as of Jan. 1958 
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A Mature Market 
Has Its Problems 


CONTINUED 


be scrapped. And the rate is projected as 
9 percent by 1963 and 9.5 percent by 1966 

Total sets in use will be increasing year 
by year too—55 million by 1960; 64 mil- 
lion by 1963; 72 million by 1966—so that 
the potential of sets to be replaced each 
vear will be growing steadily. Projections 
of retail sales for those years go like this: 
7.8 million for 1960; 8.9 million for 1963; 
9.6 million for 1966 


Sales Up—Dollars Down 

In short, the unit sales picture for TV 
for the next ten years is rather rosy. How- 
ever, the dollar picture is somewhat ques- 
tionable. Long term projections view the 
average unit value of TV at factory level 
on a steady decline from some $140 in 1955 
down to $100 in 1966. 

But the short term does not agree with 
that smooth decline. In 1958, the domi- 
nance of the 17-inch portable—at a high 
$169—and the constant push on the high- 
end console appear to be pushing the av 
erage factory value of TV up again to 
about $140 instead of down from last 
vear’s average of $133. And there is al- 
ready talk in the market place that TV 
makers will take a further increase in 
prices before the end of 1958. 

All factories felt that the labor and ma- 
terials cost increases they have suffered 
since mid-1957 actually entitled them to 
price rises as of the June markets this 
year. But they hesitated to take price in- 
creases in the face of a recession. Now, 
with the steel industry’s bold price in- 
crease announcements of late July paving 
the way, it would appear that TV makers 
will go for a price bump this fall. Such a 
bump would further increase the value of 
TV production and the retail gross of TV 


for 1958 at least 


The Story on Color 

What about color? For 1958 the color 
story is still very much RCA. There are no 
great moves from other manufacturers to 
lend a shoulder with the color wheel. They 
stay away in droves, stating that they can- 
not make money in color until a new tul 


e 


comes along an 


breaks the price barrier 


TV’s “Mix” Is Shifting 


The percentage of cor es on which bot} 
factory and dealer make more money 
creasing while portables gain at the expenss 


of table models 


% of Production 1958* 1957 1956 1955 


Portables 33 29 23.5 3 
Tables 27 33 42 54 
Consoles 40 38 34.5 43 
Source: EIA —* Projected 


RCA, meanwhile, insists it is doing well 


in color alone; that it is headed for a 
break-even this year; that it may even 
show a profit in color sales this year; that 
“there is no recession in the color sales 
picture.” 

RCA vice-president James Toney told 
ELECTRICAL MERCHANDISING in July that 
color sales were actually 22 percent ahead 
of the previous year’s comparable period; 
and that by the end of 1958 he may end 
up as far ahead as 26 to 30 percent over 
1957. RCA will not talk color figures, but 
industry estimates put the 1957 color pro- 
duction at about 200,000 units and sales 
at about 160,000 pieces. Competitors be- 
lieve that RCA’s color production in 1958 
will not exceed 300,000 units and may 
merely hold even at 200,000. 

At this writing it is apparent that 1958 
will not be the color year, and there are no 


There’s A Season for TV 


If 1958 follows form, you’ll do 43 percent 
of your TV business in the next four months 


and 14 percent of it in December alone. 


Sept. Oct. Nov. Dec. 


1957 11.0 8.7 9.4 14.0 
1956 11.0 9.9 8.2 14.0 
1955 13.0 10.3 8.0 12.5 
Source: EIA 


strong winds to indicate that 1959 will be 
either—unless some as yet unknown engi- 
neering genius should suddenly present 
the industry with a cheap one-gun color 


tube for Christmas. 
Picture On The Wall? 

Although Philco’s Predicta TVs may be 
viewed as the first marketable step toward 
getting the picture out of the cabinet—the 
ultimate TV picture on the wall is still far 
away perhaps 10 years distant. 

The Navy has a “flat’’ tube experiment- 
ally designed for jet fighters. Its gun sticks 
out from an edge of the two-inch thick 
envelope, while complex circuitry bends 
electrons onto the screen. And the British 
have announced a five-inch thick tube in 
connection with color TV research. But TV 
men here see years of engineering ahead 
before either of these could be consumer- 
ized, even if costs were not factors. 


Plotting This Year’s Sales 
As a parting shot—speaking of Christ- 
mas—dealers should be even more aware 
this year that year-end business is vital in 
TV. If your sales are to keep at least 
abreast of industry averages, you should 
do 43 percent of your TV unit sales in the 
last four months. 
In planning your buying—and again if 
you care to be guided by industry averages 
the mix is changing. Portables keep on 
increasing as a percent of total units pro- 
duced. Last year, portables did 29 percent 
of the total; this year, they’ll represent 
some 33 percent. And the portable increase 
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comes at the expense of table models. Ta- 
bles used to represent as much as 54 per- 
cent of the mix. Last year they slid off to 
a third and this year will represent about 
27 percent. 

Consoles—which make the only real 
money for both factory and dealer—have 
increased slightly in importance in the 
past two years and appear to be ready to 
do about 40 percent of units this year. 

December is the key month in the TV 
year. If you’ve budgeted TV unit sales for 
the 12 months—and you should have 
December must produce at least 14 per- 
cent of the total, whether the total is dis- 
counted by the recession or not. December 
is at least 3 percentage points more vital 
than September, the next most important 
month, and at least 6 percentage points 
more vital than the average month. 

And whether you like portables or not, 
December is their hottest month—moving 
some 18 percent of year’s total, or double 
the average month. December also ac- 
counts for 11 percent of the table models 
moved and 14 percent of the movement in 
profitable consoles. 

How big should December be? If the 
feelers of the industry pulse are accurate, 
the fourth quarter and December should 
at least equal last year’s comparable fig- 
ures since the recession seems to be near- 
ing its end. Most marketing men feel that 
the industry will have taken all the shel- 
lacking it takes in the first half of the year 

and that the second half will show as 
well as last year’s second half but not well 
enough to pick up all of the 20 percent 
decrease suffered in the first half. 

Finally, in this fourth quarter the av- 
erage dealer has several big factors going 
for him: 


e The recession seems to be ending; 


e People have more money in the bank 
than they’ve had in years, and have been 
delaying purchases for just about 12 
months ; 


e The 1959 product is loaded for re- 
placement merchandising; 


@11 million owners of pre-1953 sets 
just haven’t been shown how old those sets 
really are. End 


Prices: Going Up? 


Although the long term trend has been to 
lower average unit price for TV — and experts 
think this may continue for some time — 1958’s 


figures are likely to be an exception. 


Factory Averaget Averaget 
Value Unit Factory Retail 
(billions)* Production” Value Price 


1950 $1.35 7.5 million $180 $300 
1955 1.08 7.7 140 225 
1956 10 |} 74 135 190 
1957 0.85 6.4 133 190 
1958 (projected) 0.80 5.5 140 200 
Sources: *EIA — TELECTRICAL MERCHANDISING 
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music 


merchant 
mass 


merchandiser 


Some are small and some are big . . . 


Some stress price and others sell ‘“‘prestige” . . 


They think differently about advertising, merchandising, service 


and a dozen other subjects . . . 


Each, it is obvious, has a unique merchandising philosophy all hisown . . 


But they have one thing in common 


and it’s important .. . 


They're Making Money 
In Today's TV Market 


body—and that included gas stations and 

barber shops—was selling television. 
Along about that time industry sources estimated 
that over 90,000 dealers were “handling” TV. 

All that has changed now. No one is sure just 
how many dealers now sell TV—but the figure, 
no matter what it may be, is considerably short 
of that 90,000 mark. Even more certain is the fact 
that the opportunists and the amateurs who tried 
to cash in on TV’s booming growth are also gone. 

What remains is a group of dealers who have 
grown with the industry and adjusted their oper- 
ations to the changes which have been inevitable 
as the industry reached maturity. Today’s final 
adjustment finds them learning to operate— 


N OT so long ago it seemed that almost every- 





1958 


and operate profitably—in a replacement market. 

Because there are still an amazing number of 
different “kinds” of dealers selling TV, there is 
no single pattern of operation which can be called 
typical. Indeed, the product itself is the only com- 
mon denominator among retailers as diverse as 
the TV specialist and the mass merchandiser, the 
neighborhood discounter and the class music mer- 
chant. Still, they’re basically in the same business 
and each can learn something from the way the 
others operate. That’s why the editors of ELEC- 
TRICAL MERCHANDISING have produced these “pro- 
files” of successful dealers in each of these classi- 
fications. From their know-how and their experi- 
ence any dealer should be able to broaden his own 
knowledge of today’s market. 
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Appliance dealer 
Tom Carmichael: 


“We would be in TV 
if we sold only 
one set a month...” 





“W- would still be a TV dealer if we 
moved only one or two sets a month. 


“A neighborhood expects the neighbor- 
hood dealer to have TV. It’s necessary to 
keep the customers who also buy appli- 
ances. And it keeps you in TV service, 
which can be a profitable, all-season busi- 
ness.” 

With these statements, Tom Carmi 
chael, partner in the appliance-TV-hi-fi 
firm of Burns & Carmichael, Seattle, 
Wash., outlines the role of the combin- 
tion appliance-TV dealer, the neighbor- 
hood dealers who did so much to introduce 
TV and to settle down as stable TV sales 
and service bulwarks in their individual 
communities. 

Carmichael does not intend to let his TV 
business get down to one or two sets a 
month; he intends to increase its present 
volume and profit by emphasizing the re- 
placement market, re-emphasizing service, 
and joining in “the big opportunity neigh- 
borhood dealers have coming when all 
manufacturers put out color TV sets and 
we can give personal demonstration and 
personal service.” 


In 1957, Burns & Carmichael, located in 


Porte. 


THEY’RE MAKING MONEY continue 


the University District seven miles from 
downtown Seattle, grossed $55,000 in TV 
sales. In addition, the store handled $166,- 
000 worth of appliance sales and sold $15,- 
000 worth of other merchandise. Partner 
Mike Karel service department grossed 
$99,000 in labor and parts. 

Carmichael, a vice president of NARDA, 
and chairman of the 1959 NARDA Con- 
vention, realized a 2.5 percent net oper- 
ating profit on the 1957 sales volume, with 
an operating cost of 24.11 percent. Service 
increased across the board in 1957, point- 
ing up the increased importance of this 
operation to the neighborhood dealer. The 
store had a 29.46 gross profit on parts and 
labor with a 6.95 percent net profit al- 
though service department costs included 
all delivery and reconditioning of used ap- 
pliances and TV. Service already is ahead 
in 1958 and the partners are shooting for 
a 10 percent net profit on service for the 


year. 


Buying and Display 

Buying and display recognize the op- 
portunities and the limitations of the 
neighborhood business. The store handles 
two lines of TV—DuMont and G-E. Burns 
& Carmichael is a full line G-E dealer tied 
to that company’s national, and local pro- 
motional activities. 

Supplementing the G-E TV line, Carmi- 
chael has the DuMont line which “with its 
high-end cabinet styling appeals to an im- 
portant segment of our market and gives 
our customers a wide choice of TV models 
while we stock only two lines.” 

The store buys its TV in lots of 25, a 
number which best fits its turnover ratio 
of 8 times. The whole staff—management, 
salesmen and service—huddle before one 
of these orders is placed. Popular models 
are backed up with two or three units. The 
‘“no-profit leaders are taken in ones or twos 
and every effort is made not to sell them 
intil they are ready to be obsoleted.”’ Nor- 








mal investment in inventory is between 
$7,000 and $8,000, with 30 sets a minimum 
number Carmichael feels the neighbor- 
hood dealer can have on display if he 
wants to hold prospects in the neighbor- 
hood. 

The ideal display for the neighborhood 
dealer, believes Carmichael, is to have two 
rooms, each about 15 by 15 ft., with no 
more than 8 sets in each room plus lamps 
and easy chairs. This would supplement 
the TV out on the display floor, enough 
there to let prospects know they get a good 
selection without going downtown. 


Pricing in a Neighborhood 

Every TV set going onto the floor at 
Burns & Carmichael is priced at $20 above 
the manufacturer’s suggested list price 
and the tag is stamped “includes one year 
parts and picture tube guarantee, 90-days 
service, free delivery and installation.” 
Nearly 90 percent of all TV sales are han- 
dled with this service policy attached. 
Customer reaction has been excellent. The 
list price, of course, is negotiable, or on a 
tough closing the salesman can absorb the 
service policy instead of lowering the 
price. Carmichael aims his TV selling ef- 
forts at a 30 percent gross on consoles and 
a 25 percent gross on portables. 

Currently the store employs two sales- 
men who with Carmichael handle the ap- 
pliance and TV sales. The salesmen are 
paid the union scale that prevails in the 
Seattle area—$300 minimum per month, 
which represents commission on the first 
$3,500 in sales, plus seven percent on the 
gross sales over the $3,500. 


Advertising to Old Friends 

Promotion and advertising are keyed 
by Burns & Carmichael to the fact that 75 
percent of the TV set sales in any one 
month are made to people who have 
bought from the store before or who come 
as a direct referral from a customer. 

The most effective promotion used by 
this neighborhood store is a “reader 
board,” says Carmichael. This theatre- 








Traffic display of TV sets is a must for neighborhood store like Burns 
& Carmichael where 75 percent of sets are sold to previous customers 
or referrals. Visitors to appliance, service and sporting goods depart- 


ments all must pass this TV display. 


pect more in ’58. 
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Real foundation of neighborhood TV business is service and it is a 
major factor in firm’s profit picture. Partners Tom Carmichael, left, 
and Mike Karels realized a $7000 net profit on service last year, ex- 
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type, with its letters silhouetted against 
white plastic, is used to present the store’s 
specials to customers and prospects as 
they travel by the thousands daily on E. 
45th St. to and from downtown Seattle. 
“Its flexibility is very important,” says 
Carmichael. “I can have it changed in a 
few minutes if I get a good idea.” 

The store uses display advertising week- 
ly in the neighborhood newspaper. Once 
or twice a month, Carmichael uses the 
Seattle metropolitan newspapers, taking 
space opposite the comics. 

Probably the most effective traffic build- 
er for Burns & Carmichael’s TV depart- 
ment is its small appliance repair service. 
Between 25 and 30 people each day come 
into the store to bring small appliances 
for repair. A portion of the store’s TV 
display faces directly at these prospects as 
they head for the service counter, and a 
large rack of portable TV lines one side 
of their path. This traffic produces TV 
prospects different than the prospects pro- 
duced by TV service—it reaches people 
who may have purchased their sets at 
other stores, people who have sets in 
working order but who have not seen the 
latest in size and style and quality. 

A full time repairman for small appli- 
ance service costs Burns & Carmichael 
about $350 a month, approximately what 
the store takes in in labor for these re- 
pairs. The profit on the parts is negligible. 
But the importance of the service for a 
neighborhood dealer is unequaled says 
Carmichael. 


Service Is the Key 
Trade-ins and service are the phases of 
Burns & Carmichael’s business that in- 
crease regularly in importance and more 
firmly establish this neighborhood dealer 
in his market area 
Trade-ins are important, although Car- 
michael has to accept them in only 3 of 
every 10 TV sales. Like most dealers, he 
won’t consider trades on portable TV. 
When an old set is offered in trade toward 
a new TV console, Carmichael and his 
men sell the customer on keeping the set 
as a second or third set to be used else- 
where in the house. They are successful in 
50 percent of the cases because of this 
offer: the store offers to pick up the old 
set at the time the new one is delivered, 
recondition the old set and deliver it with 
no charge except for the parts. To do this, 
it costs Burns & Carmichael an average of 
$7.50 a set for the shop labor and the 
delivery—a far cry from the amount that 
would have to be given as an “ 
in a competitive market. 
When the store accepts a trade, it starts 
from a basic formula. Carmichael or his 
salesmen begin with a trade-in offer of 60 
percent of the expected resale value of the 
used set less the expected cost of parts 
needed for reconditioning. This offer is 
flexible. Each set has a coded price tag 
which tells the salesman how much “trad- 
ing money” is included in the list price. 
The salesmen make their own deals, are 
paid their commissions on net sales. 


allowance”’ 





When a used set is taken in trade, it is 
inventoried at $10, with the balance of the 
offer charged to the sales department as 
an over-allowance. The amount received 
from the sale of a used set, less the $10 
cost and the expenses of reconditioning, is 
credited to sales to reduce the over-allow- 
ance. In 1957, Burns & Carmichael showed 
an over-allowance of 5.24 percent of gross 
TV sales. 

Without the service department which 
partner Mike Karels manages, Burns & 
Carmichael would be on a level with the 
promotional dealers and the highway mer- 
chants, points out Tom Carmichael. 


Mass merchandiser 
Roth of Davega: 


A hard-headed blend 
of traditional 
and mass-merchandising 





‘T° ELEVISON selling at the 79-year-old 

Davega Stores, N. Y., reflects a hard- 
headed yet fortuitous blend of traditional 
merchandising and the urgent demands of 
the mass-merchandising era. 

This 28-store chain, which straddles the 
Hudson River and gives coverage in every 
pocket of metropolitan New York and 
northern New Jersey, has broken sharply 
with traditional merchandising in its 
Springfield, N. J. unit, a bonanza opera- 
tion on busy Route 22. As a pilot highway 
operation, the 25,000-square-foot store 
opened under one roof in November, 1956. 
In September of the following year it 
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Price-tagged sets on shelves of Davega’s New 
Jersey highway store are evidence of new 
“one-price” policy in this new outlet. There’s 
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doubled its size. It has become the fair- 
haired unit of the $20,501,000 chain. Dave- 
ga executives are not saying what it does 
in a year, either in TV or anything else. 
But on a good holiday, when only half its 
present size, $15,000 was not hard to 
make. Then an industry estimate felt it 
could hit $1,000,000 the first year. Sights 
undoubtedly raised beyond that level, and 
since it doubled its size it probably took 
off for outer space. 

Of the Springfield store Matty Roth, 
general sales manager says: 

“This is the answer to the problem of 
increasing volume and making a profit. It 
is essentially a low overhead, high volume 
unit, with a variety of departments under 
one roof giving almost one-stop shopping 
to customers. With the exception of most 
consumer durable goods and photographic 
equipment, everything is sold on a self- 
service basis. Even consumer durable 
goods like phonographs, portable and ta- 
ble radios are sold on a self-selection basis. 
Of course, everything is sold at discount 
prices. And here the chief distinction be- 
tween our Springfield unit and the tradi- 
tional Davega outlet is most noticeable. 
That is our pricing policy.” 

The difference is deceptively simple: 
merchandise in Springfield is sold on a 
one-price basis while at other stores prices 
are “‘negotiated.” 

In the highway store, television, along 
with everything else, comes under a pric- 
ing policy which calls for a markon of 10 
percent over cost. This means about 9 
percent profit on selling price, with the 
exception of merchandise bought on an 
exclusive or semi-exclusive basis. 

“If competition forces our prices below 
this cost-plus-10-percent formula,” says 
Roth, “we meet the competition. Our mer- 
chandise is competitively tagged. The mo- 
ment we find out different, we retag the 
merchandise, making it the same for ev- 
erybody—no horsetrading.” 

For extra dollars customers can have 
the services provided by Davega’s tradi- 
tional outlets. Delivery of a table TV with- 

MORE> 
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no haggling on price and there is extra charge 
for delivery and which the store offers at 
realistic prices. 
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New Golden “M” Tubes “ 
The tubes they said couldn't be built are engineered to last longer on the 
average than any other tube ever put into a home TV set. They're Motorola's 
answer to the challenge for the most perfect tubes possible . . . exceeding 
the durability and performance of many tubes built to military specifications. 
Now all premium-rated Golden ‘‘M"’ Tubes and parts in '59 Motorola TV are 
guaranteed for one full year. 


RELIABILITY ISN'T ALL YOU GET TO SELL IN'59 MOTOROLA TV...JUST LOOK AT THESE 


@ Hand-wired Chassis. Compact @ Cascode Tuner. Optimum per- © 20,000 Volts of Picture Power. @ New Power Transformer. Fin- @ New high-voltage Coil. Layer- 


horizontal design. Operates cooler, formance even in fringe areas. Utmost Increased picture tube high voitage type, convection-cooled. Provides wound, vacuum-impregnated design. 
extends component life. Easy access selectivity, sensitivity, signal-to-noise delivers brightest picture in TV today. extra power for brighter picture. Delivers extra power efficiently and 
to all parts. ratio. safely. 


EXTRA! ALL MODELS WITH GOLDEN “M" CHASSIS ARE DESIGNED TO DOUBLE AS SECOND SPEAKER IN 








NEW! 
MOTOROLA TV IN 


EXCLUSIVE CABINETS 
by DREXEL! 





Motorola's reputation for outstanding styling is Inspired new look of fine furniture. Drexel's Gracious traditional lines of Drexel's Straightforward contemporary beauty of 
further enhanced by this latest scoop. So are “Touraine” styling is functional in nature. “Travis Court.” All Motorola reliability “Declaration” styling by Drexel. Sliding 
cur profit marains larnest in TV histor With sliding tambour doors. Golden Guar- features. Matches similar High Fidelity tambour doors. Motorola extras. Matches 
y P 9  . ¥: antee. Doubles as Stereo High Fidelity unit to produce Stereo sound. Model identical High Fidelity unit to produce 
Here's one line you won't have to trim profits speaker. Model 21K110. In genuine Walnut 21K109. In genuine Mahogany veneer. Stereo sound. Model 21K108. Genuine 
on,in order to meet competition's prices. No- veneer. 21” over-all diagonal picture tube, 21” over-all diagonal picture tube, 263 sq. Walnut veneer. 21” over-all diagonal pic- 
body else has anything like it. 263 sq. in. viewing area. in. viewing area. ture tube, 263 sq. in. viewing area. 


On whatever merit you sell TV... features, 
reliability, styling, or even price... se// it NOW in ’59 Motorola TV and 
give your customers the bonus of the other 3 benefits free! 















FULL DETAILS ANO TERMS ARE NTAINED IN THE WARRANTY STATEMENT ATTACHED TO ALL MODELS TO WHICH THIS GUARANTEE APPLIES *TRADEMARK OF MOTOROLA, INC 
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New Golden Tube Sentry 


Works automatically to prolong the life of every tube. This electronic 
miracle protects every tube in Motorola TV against warm-up power 


surge . 


. . the main cause of TV failure. As a result, Tube Sentry 


System triples TV life expectancy and is engineered to eliminate 3 
out of 4 service calls. And the Golden Tube Sentry Unit itself is so 
dependable, it's guaranteed for 5 full years. 


@ New Noise Inverter Circuit. 
@ Gated Automatic Gain Control. 


CUSTOMER VIEWING-EXTRAS! 


@ Aluminized Picture Tube. Greater brilliance and contrast. 
Eliminates electrical interference. 


Holds picture rock-steady. 


NEW MOTOROLA STEREO HIGH FIDELITY SYSTEMS. 
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You can retail 
’59 Motorola TV 













with Golden Guarantee 
for as low as 


$49995 


Lowest Priced TV with Golden 
Guarantee. Golden Tube Sentry 
System. Golden ‘'M"' Tubes. 
4-wafer Cascode Tuner. Doubles 
as stereo speaker. Model 21T58. 
Finishes: Charcoal, Grained Ma- 
hogany or Grained Blond. 21” 
over-all diagonal picture tube, 263 
sq. in. viewing area. 
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New TV with Golden Satellite 
Wireless Remote Tuner operates 
up to 40 feet away from set. 
Changes channels, automatically 
fine tunes, turns TV on and off, 
mutes sound. Model 21K106. Fin- 
ishes: Mahogany or Blond. 21” 
over-all diagonal picture tube, 263 
sq. in. viewing area. 





Bright-Picture Swivel TV with 
Twin Speakers. 20,000-volt Pic- 
ture Power gives blacker blacks, 
whiter whites. Longer life from 
Golden “M" Tubes. Model 21K101. 
Finishes: Mahogany, Blond or 


Walnut. 21” over-all diagonal pic- 
ture tube, 263 sq. in. viewing area. 








Table-Model TV with Tube Sentry 
System. Golden ‘'M'' Tubes. 
Hand-wired chassis. Aluminized 
picture tube. 20,000-volt picture 
power. Model 21T57. Finishes: 
Charcoal, Grained Mahogany or 
Grained Blond. 21” over-all diag- 
onal picture tube, 263 sq. in. view- 
ing area. 


More to enjoy means more to sell from 
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PROTECTION LAST YEAR NOW MAKES POSSIBLE... 
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High Fidelity TV with 3 Speakers 
—smart Danish-modern styling. 
4 times audio output of regular 
TV. Golden Guarantee. Hand- 
wired Golden ‘‘M'’ Chassis. 
Model 21K104. Finishes: Mahog- 
any, Blond or Walnut. 21” over-all 
diagonal picture tube, 263 sq. in. 
viewing area. 





NTRY...in 59 Motorola TV 





Low Silhouette TV in California 
contemporary design. A Motorola 
original. Golden Tube Sentry 
System. Golden Guarantee. 
Model 21K103. Cherrywood finish. 
In modern design. Finishes: Ma- 
hogany, Blond or California Ma- 
hogany. 21” over-all diagonal pic- 
ture tube, 263 sq. in. viewing area. 





Smart To-The-Floor TV Styling. 
New reliability to match. Golden 
“M" Tubes. Golden Guarantee. 
Two speakers. Separate Tone 
Control. Model 21K100. Finishes: 
Mahogany or Blond. 21” over-all 
diagonal picture tube, 263 sq. in. 
viewing area. 





New Concept—TV in Fiber Glass 
Cabinet. Contour-shaped. 
Scratchproof, stainproof, shock- 
resistant. Travels easily. Colors 
clear through. Golden Guarantee. 
Model 21P1. Finishes: Blond, 
Gray or Brown. 21” over-all diag- 
onal picture tube, 263 sq. in. view- 
ing area. 


“ MOTOROL 


World's Largest Exclusive Electronics Manufacturer 


1958 


Lowest Price Console TV with 
All 3—Golden Tube Sentry Sys- 
tem, Golden “M" Tubes, Golden 
Guarantee. Plus 4-wafer Cascode 
Tuner. Model 21K98. Finishes: 
Mahogany, Blond or Walnut. 21” 
over-all diagonal picture tube, 263 
sq. in. viewing area. 








New Table-Model TV with Wire- 
less Remote Tuner. 4-Wafer Cas- 
code Tuner Touchbutton On-Off. 
Sound-out-front. Magic Mast 
Antenna, extra. Model 21T60. 
Finishes: Charcoal, Grained Ma- 
hogany or Grained Blond. 21” 
over-all diagonal picture tube, 263 
sq. in. viewing area. 
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Pricing contrast is found in chain’s othe1 
tores like this one in New York’s Hotel Com- 
modore. Price tags advise prospects to check 
with salesman like TV manager Oscar Lane, 
right, for “low, low price.” 


in about five miles costs $2, up to 15 miles 
from $5 to $7.50. Installation and service 
charges vary. A roof antenna calls for a 
charge. For $12.95 a customer can have a 
90-day unlimited service contract, includ- 
ing labor and parts. Otherwise a custome} 
can have per-call service at the rate of 
$6.95 an hour in the home. TV sets, of 
course, carry a 90-day warranty on parts 
and one year on the picture tube. Sets 
brought to the store within the warranty 
period are serviced free of charge 

The TV sets move out of the 2500 
square-foot durable goods area at Spring- 
field at a 95 percent-for-cash ratio, as 
against 60 percent average for the chain 
However, Springfield store customers can 
avail themselves of credit, offered through 
three financial institutions, if they wish 

As with other merchandise, television 
sets sold through Davega’s traditional 


~ 


“ oa 


Service is important to even a mass merchan- 
diser. Davega maintains this 10,000 square 
foot service center employing 30 inside men, 
also has 35 outside men and uses service con- 
tractors and RCA Service Co. on RCA sets. 


MAKING MONEY continuen 








outlets reflect a different approach to 
price. Except for TV sets advertised with 
a price, displayed merchandise carries a 
tag with the manufacturer’s list price 
crossed out and the legend “‘Ask our sales- 
men for Davenga’s low, low price.” “Big 
discount” is often interchanged with this. 

“That leaves the salesmen to carry the 
sales story,” says Roth. “It involves nego- 
tiation, and somewhere the price becomes 
satisfactory to buyer and seller.”’ 

Aside from this pricing contrast and the 
extras for traditional services at Spring- 
field, the highway store and the traditional 
outlets follow similar operating proce- 


} 
aures. 


Service Is Vital 

For example the 30 inside workers in 
the 10,000-square-foot service center at 
headquarters, 76 Ninth Ave., N. Y., do 
service, repair and processing work for the 
entire chain. Four basing points are used 
to service the whole metropolitan area, one 
each in Queens, the Bronx, Brooklyn and 
Manhattan. Thirty-five outside men, using 
their own cars and billing the company 
for operating expenses, are augmented by 
outside service contractors and, in the case 
of RCA television, the RCA Service Co 

Also in this service center are an 8,000- 
piece electronic parts department, six re- 
pair booths for critical work, a carpenter 
shop, a polishing and refinishing shop 
including spray booth), white goods re- 
pair shop, sign shop, and print shop. De- 
livery trucks work out of four loading and 
four receiving bays on the 14th floor of 
the Port Authority building, expedite mer- 
chandise to stores in the chain and direct 
to customers. 


-aying the Salesmen 

Davenga’s 125 durable goods salesmen 
work on a basic commission formula of 
five percent of gross profit per piece, paid 
on top of a base salary which can range 
from $52.50 per week for a beginner to 
$75 per week for experienced men. Mer- 
chandise which returns more profit to 
Davega carries extra PMs of five percent 
or more. Spiffs of $1 on a $12.95 service 
policy are also allowed. 

In contrast to these inside salesmen, 
Davega has 12 outside men, working on 
straight commission, following area leads 
from a variety of sources. 

The sales proportion runs one third por- 
table television sets to two-thirds non- 
portable. The former are priced from $105 
to $199 and include some table units. Lead- 
er models may range down to $99 and $76. 
Of the remaining sets, priced above $199, 
20 percent are big table units. The balance 

consoles, consolettes and combinations. 

Roth does emphasize, however, that the 
firm has a lenient adjustment policy. “You 
give everything you can comfortably 
give,” he says. ““Then even stretch that. In 
the long run you’ll do yourself more good.” 

The advertising to back up this blend of 
selling runs to 1,600,000 lines a year, 
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320,000 of that emphasizing TV. The 
money goes to the seven big metropolitan 
dailies, to Harlem’s New York Age and 
Amsterdam News; to Il Progresso, Staats- 
Herald and the Jewish Daily Forward; to 
suburban papers in Queens, White Plains 
and Yonkers; and to some 10 papers in 
New Jersey. Direct mail is limited to let- 
ter, postcard follow-up, averaging about 
200 contacts per store per week. 

As a policy Davega does not list any 
price in its co-op ads, using price where the 
firm has a special or exclusive. 

“Otherwise,” says Roth, “‘we’d be form- 
ing a price umbrella for other dealers.”’ 

This is the image of Davega in metro- 
politan New York and New Jersey into 
which television selling fits. 


Expanding to the Highway 

Roth admits to looking toward expan- 
sion, principally to highway operations 
Several sites are now under consideration 
but remain unconfirmed. 

Confirmed however is the new ware- 
Industrial Park, Maspeth, 
Queens, a 50,000-square-foot, one-level op- 
eration with 10 bays for simultaneous 
loading. When it opens this fall it will 
house everything but the general, buying 


house in 


and executive offices. 

This new, efficient warehouse, expan- 
sions like an additional land purchase in 
Springfield to accommodate 200 more cars, 
the search for more low overhead, high 
volume, highway one-price discount cen- 
ters—all figure in television selling at 
Davega for the future. 


Music merchant Lee 
of Sherman Clay: 


“We aspire to be the music 
and cultural center 
of each community . . .” 


E aspire to, and think we are, the 
music and cultural center of each 
community, and to distribute to the public 
the finest musical equipment that the 
world offers.” 

That statement by W. J. Lee, division 
merchandise manager, TV, hi-fi and radio, 
defines the policy of the 88-year old class 
music merchant, Sherman Clay & Co., San 
Francisco, which has sold nearly 70,000 
TV sets through its nine-store West Coast 
operation. 

To hold its reputation, while still selling 
TV, Sherman Clay has kept its stores out 
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of the industry price race. As a result, 
while it has risen to a dominant position 
in the area in hi-fi, TV which once com- 
prised as high as 30 percent of Sherman 
Clay’s business, now represents between 
eight and nine percent. This is the result 
of the type of policy a class music mer- 
chant must espouse if he expects to keep 
his overall operation on a “class” basis. He 
must shift emphasis from a type of prod- 
ict that is being “footballed’” to other 
musical equipment, such as hi-fi, which in 
its growth state can be sold on a quality 
approach, at a fair margin of profit, to 
people who desire their purchases to be 
backed up by the merchant’s reputation. 
“We could triple our TV sales next 
month,” states Bill Lee. “But we’d have 
to do it by featuring price and trades in 
a manner that would return us little if any 
profit, and would jeopardize our standing 
with thousands of customers who look to 
us as their source of records, sheet music, 
band instruments, pianos, and organs.” 


More TV in Store’s Future 

Sherman Clay’s current rate of sales of 
Magnavox, Phileo and RCA-Victor TV 
doesn’t disturb this concern that has 
weathered three major wars and the San 
Francisco earthquake-fire. Lee feels the 
class music merchant still has a strong, 
long range hand on the TV business. 
“in the past five years there haven’t been 
many improvements in black and white 
TV. But the future is good—there are so 
many improvements and innovations com- 
ing in black and white, some being shown 
to us this summer, others later on, like 3- 
dimensional sight with stereo’ sound. 
There will be a terrific public demand for 
this new TV and I feel that by the time 
we have those products, the present revo- 
lution in distribution will be over—then 
the industry will have seen the necessity 
of providing a sufficient margin of profit 
for specialty dealers to provide the normal 
sales effort and service backing that the 
products need.” 

Behind Sherman Clay’s TV-buying pol- 
icy is this statement—‘“the only difference 
between a TV dealer and TV customer is 
that the dealer buys 1,000 sets, the cus- 
tomer buys only one, both are looking for 
quality at a fair price. We try to select 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


Class selling of TV at Sherman Clay’s San Jose branch (one of 21 
stores in chain) is done in separate showrooms on store’s second floor, 
where it is effectively separated from high-traffic music departments 


































products fairly priced to the consumer at 
that time 

“The ultimate consumer runs our TV 
business,” says Lee, so Sherman Clay buys 
on the basis of past sales records. 


The Distributor Carries the Stock 

When Sherman Clay has “assurance of 
price maintenance” it will stock a model to 
some depth. Otherwise, where the store 
might suffer from a changed local price 
situation, it buys only its display needs. 
The company relies on the distributor to 
carry reserve stock, because, Lee says, that 
is the supplier’s job and in the present re- 
tailing picture “‘there is no room for mis- 
takes by the dealer overbuying.” 

What Sherman Clay may lack in depth, 
it makes up for in breadth of stock. “That 
is the cross the music merchant must bear 
to pay for his reputation,” says Lee. “We 
insist—in all departments—that ‘there is 
more and better on display at Sherman 
Clay’. As a result, TV turnover is be- 
tween 415 and 5 times. The company aims 
at a 34-35 percent gross profit, but Lee 
admits that he has not been able to av- 
erage that recently. 


No Ballyhoo or Suede Shoes 

As a class music merchant, Sherman 
Clay must have a selling approach that 
will be effective in place of the price pro- 
motion, ballyhoo and suede shoe which it 
faces from some competition but which it 
cannot emulate. To a considerable degree 
it must be the use of the prestige and 
service approach. In selling a TV cus- 
tomer, the Sherman Clay salesman’s phi- 
losophy is expressed in this: “. . . these 
television sets, we feel, represent the best 
values on the market for you today— 
Sherman Clay doesn’t manufacture or dis- 
tribute TV, our job is to locate what we 
honestly believe is the best selection of 
sets for our customers and to make them 
available here for you to consider—and 
behind this selection we put our 88 year 
reputation of guaranteeing every item we 
sell.” 

Salesmen in each of the stores receive 
regular “in store” training relating to 
Sherman Clay policies, organization, cour- 
tesy and conduct. Brand knowledge is re- 
ceived by required attendance at distribu- 
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Class clearance is only way to describe Sherman Clay’s twice yearly 
sales. These stock clearance events are the only “sales” held by firm, 
are promoted with sophisticated touch evident in this window used 
in this summer’s sale. 





tor-sponsored meetings. 

While Sherman Clay allocates 3.5 to four 
percent of its gross to advertising, promo- 
tion, publicity, display art, etc., it faces 
two problems seemingly inherent in the 
family of class music merchants. It is of- 
fered more advertising than it wants—and 
on the advertising it takes it must pay a 
larger cost than its major competitors, 
the department stores. 

Most important in the analysis of music 
merchant Sherman Clay & Co. seems to 
be this: in boom times and in the lesser 
volume of the “replacement years,’ its 
management has never let TV control the 
company’s policies, instead management 
has been able to control TV. This is char- 
acteristic of a majority of the TV-han- 
dling music merchants, says Bill Lee. It is 
the reason so many of the music mer- 
chants are ready to participate in a new 
era of TV selling with their reputations 
intact and their public acceptance en- 
hanced by the strength they are building 
in the field of hi-fi and stereo. But this 
participation, it seems, will be on the 
music merchants’ terms. 


TV specialist 
Godwin: 


For him, sticking to one 
line is the answer 


IRMINGHAM’S Jim Godwin is an 

electronics specialist with one major 
line. Last year, without benefit of white 
goods, Godwin Radio Co. did $353,858— 
$107,337 of it in TV sales, $53,555 in TV 
and radio service. 

A one-liner, Godwin finds, has many ad- 
vantages, some problems. Among the for- 
mer: store—product identification (the 


MORE> 








PAGE 53 










trattic more traffic 


ry) 


more traffic more trafti 


Be 





EXCLUSIVE WESTINGHOUSE 


GENUINE HARDWOOD CABINET IN CHOICE OF 5 DECORATOR FINISHES! 





New! This traffic-building TV-Phono combination is TV with a multi-speaker, 4-speed Automatic record 
designed for your best customers... young couples player...and it’s wired for stereophonic sound. No 
who have a space problem and want a complete en- costly conversion...the compact stereo speaker-unit 
tertaining unit on a love-nest budget. This beautiful plugs right in (suggested list from only $59.95)! See 
Westinghouse space-saving lowboy combines 17-inch* your Westinghouse Distributor! 


you CAN BE SURE...1F IT's V Vestin house 


> ; « sae 
Overall diagonal measurement WESTINGHOUSE ELECTRIC CORPORATION + TELEVISION-RADIO DIVISION METUCHEN, NEW JERSEY 
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TV-PHONOGRAPH «=: STEREO 


SUGGESTED LIST IS ONLY BENNY GOODMAN ALBUM PROMOTION! STRONG NEWSPAPER 7 
This is your album...designed to bring traffic and TV ADVERTISING! 


right into your showroom. Recorded at the 

Brussels World’s Fair especially for @ Full-page ads in key 

Westinghouse and newspapers. 

available now for 

Westinghouse Dealers. If ® All season long on the 

you haven’t ordered Westinghouse Lucille eae 
Celebrity model your supply, act now! | Desi Arnaz TV shows! 
Fiesta model : $5.00 value that you can @ On TV during your peak 
hogany, $234.95 offer for only... Z met oo 
oe oe irley Temple Film 
a $1.29 A. aia 


Festival. 
Slightly higher 
south and west. 
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straight 
a single brand to study, un- 


strongest possible dynamic, 
line selling 
derstand and believe in); basis for a 
strong advertising program (built-in con- 
tinuity, plus infinitely more freedom and 
consideration in matters of co-op); right 
buying (gets both first and last shots at 
the distributor’s new, carryover and close- 
out stock); an edge in the service market 
every Motorola sold in the area has a fair 
chance of eventually finding its way into 
Godwin’s service shop 


Year-round Buying Pattern 

The Alabama dealer’s purchasing calen- 
dar finds him buying heavily in the new 
line from September into November; 
slowing to fill-in from 
through February; going heavy again in 
March when factory incentives are up for 
dropping back to fill-in through 
June; picking up carryover lots in July 


mid-December 


grabs; 


to use as leaders; and kicking off his new 
line buying in August by putting it on dis- 
play across the board. 

He holds his inventory close to $30,000 
retail, roughly a 90-day supply. In con- 
trast to those who let their TV stocks fall 
with the soft summer market, Godwin pre- 
fers to keep a full wagon. It enables him 
to catch plenty of summer sales and to 
sustain his advertising pace. 


Selling on a Price Tag 
He has no salesmen, yet everybody sells 
(service manager, office girls, bookkeeper, 
office manager). To make it easier, salient 
features of each piece are jotted on the 
front of its price tag. On the back, a code 


A complete line is vital to the specialist who 
embarks on a one-line merchandising policy 
says Birmingham, Ala., dealer Jim Godwin. 


THEY’RE MAKING MONEY continueo 


shows at a glance the gross profit in the 
unit. 

Except for promotional numbers and 
portables, Godwin won’t go below 25 per- 
cent on TV. For fast figuring, he uses this 
formula: cost — 3 * 4 


price. 


lowest selling 


Because his operation is vertical, God- 
win is doubly careful to plug leaks, insure 
a profit at every turn. An example is the 
rigid framework within which he handles 
used TV (See chart, bottom of page). 


Specialists Have Problems, Too 

In meeting his prime challenge as a spe- 
cialist, that of balancing his business cal- 
endarwise, Godwin has developed a strong 
spring and summer combination of prod- 
uct diversification and the forcing of. off- 
season TV sales. In summer, he goes after 
sales of room and car air conditioners, 
fans and power mowers with considerable 
success, given favorable weather. Summer 
also finds the firm riding the momentum of 
its annual spring promotion to force flag- 
ging TV sales in the March-May pve-air 
conditioning doldrums. 

In this activity, traffic is pulled with as 
many small-dollar specials as Godwin can 
muster fans, indoor antennas, phono 
needles, records, radios, rear-seat speak- 
ers, electric housewares), in addition to 
promotable TV and air conditioner lead- 
ers. Also featured is used TV with new-set 
warranties. In every instance, the aim is 
the same—to expose all prospects to TV. 
The diversification-forcing program works 
well, bringing summer volume up to and 
often past the better TV months. 





Broad Motorola line handled by Godwin makes 
him competitive in all TV, radio and hi-fi 
price ranges. 
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To balance volume in slow TV months during 
summer Godwin has added room and auto air 
conditioners, fans and power mowers. He also 
runs strong promotions to develop additional 
TV volume during these periods. 


In spite of Godwin’s heavy ad schedule 
(52 weeks on both television and radio, 
plus big newspaper linage at peak peri- 
ods), service remains his best sales-maker 
Three bench techs, three outside men each 
piloting a walk-in van, and three helpers, 
comprise his TV staff. The shop handles 
all brands, providing comparative sales 
ammunition. 

Godwin backs his products to the hilt, 
banks heavily on repeats and radiation 
from happy customers, since his is not 
a traffic location. A blanket policy of 90 
days’ free parts and labor helps. 

In this one-line association, there’s no 
shadow of captivity. Dealer and TV dis- 
tributor work on a basis of mutual respect 
and assistance, for each realizes the oth- 
er’s efforts are to his advantage. 


To Make Money on Trades.. . 
Goodwin begins by finding the first cost 
of the trade-in: 

New set 1 24K3W 


sales tax 12.60 


$420.00 


$432.60 
152.60 


$280.00 


Trade-in 1 20” console 
balance 


Cost 1 24K3W $240.75 
25% margin 80.25 
sales tax 12.60 
Lowest acceptable 
price, new set $333.50 
cash received 280.00 
Cost trade-in $53.50 


Goodwin then finds trade-in’s final cost: 
First cost $53.50 
repairs, parts 10.00 


Final cost $63.50 


To find trade-in’s lowest price: 
First cost $53.50 
25% margin 17.83 
repairs, parts 10.00 
Lowest acceptable 
price, trade-in $81.33 


MORE> 


1958-ELECTRICAL MERCHANDISING 









<™ 
ww 





PAs 
Ny 


THIS SEAL... MEANS SALES 


IT MARKS SIX HISTORY-MAKING VALUES! THE BRILLIANT 


new neavicron <A yyypl (JOued. 


Celebrating its 10 millionth TV, RCA Victor presents a new 6-star series of sizzling sales-makers. Each set will be adver- 
tised, publicized and merchandised nationwide . . . and, to seal the deal at the point of sale, clearly marked with the 
Achievement Series sticker you see above. Folks will be looking for this sign of extra value TV. Make it easy for them. 


@ 4 


Prd 
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1. EXTRA POWER $50 LOWER) The Hillsdale. Lowest 2. FINE-TUNES ITSELF— The Barton, special value with 3. LOW-PRICE LUXURY The Wayne, superbly styled 


price ever for TV with Deluxe chassis, top-of-line-features. new ‘“‘One-Set”’ electronic fine tuning. You fine-tune only console with contemporary design, all-front controls. Use 
One-Set" fine tuning, 3 speakers, stereo and phono-jacks, onece— TV's sharpest picture stays that way. Front sound. as a ‘“‘build-in.’”’ Available in 3 most popular furniture 
el base. 4 stunning finishes. 262 sq. in. picture. (21T937 Available in 4 popular finishes. 262 sq. in. picture. (21T915 finishes. 262 sq. in. picture. (21T922 , 








4. “WIRELESS WIZARD” ELECTRONIC REMOTE CONTROL. 5. 3-SPEAKER LOWBOY—-The Kentwood, Deluxe quality 6. “LIVING COLOR” with full 1-year warrantyf on all parts 


The Lambert, with TV’s surest, most accurate remote. Turns in every way, classic styling, ““One-Set”’ electronic fine and tubes. The Southbridge with performance-proved 
set on, off, selects channels, volume, works anywhere in room tuning. Doubles as stereo speaker. In 3 most popular Mark Series advances: sure, easy tuning gets sharp, steady, 
or inset. ““One-Set” fine tuning. 262 sq. in. picture. (21RT965 furniture finishes. 262 sq. in. picture. (21D949) natural coijors. 260 sq. in. picture. (21C D884) tex 


Each model with extra-powerful cascode tuner, tube-saving power surge resistor and keyed AGC for best reception in difficult signal areas. 


@ RCA VICTOR & 


Tmk(s) ® RADIO CORPORATION OF AMERICA 





xtra, AT YOUR SERVICE! In most areas RCA's own technicians provide expert installation and maintenance of RCA Victor TV ona 
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remote control 

in the world... 

f j F\ designed to be the 
“OFF Low HIGH vo. biggest 


seller of them all! 





Admiral Son-R TV is breaking sales records. Ask 
any dealer that has it on the floor right now. Why? 
Because it has the extras! 


1. Smallest remote control in the world. Perfect for 
demonstration. Makes the sale. 


2. Son-R unit designed with the Jeweler’s Golden 


Touch. Tiny as Milady's Compact. 


3. Exclusive magnetic pocket. 
Holds Son-R out of sight when 
not in use. 





4. Every set a styling standout. New decorator- 
approved Originals lead field in high quality models. 


5. Every set a performance standout. Quality engi- 


ad AY 1] button ane red AI od, ! neered into every component. New horizontal chas- 


sis. New golden signet cascode tuner. New power 


there's your station ! transformer. Admiral's famous etched circuits. 


Son-R Remote Control. Tiny as milady's compact, 
but what a job it does! 


@ Exclusive push-button adjusts volume to not one but 

to four levels. No other TV can mean so much to your profit 
picture. So hop on the bandwagon of the quality 
TV that’s steam-rollering its way to leadership. 


@ Changes channels in either direction from anywhere Get in touch with your Admiral distributor 
in the room. 


@ Son-R turns TV on-off. 


right away! 


@ When not in use, fits into a magnetic pocket on side 
of the cabinet. 
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Son-R Remote Control TV Series. New Table Model styling! High Fidelity Son-R Remote Control TV Series. New Lowboy 
The Woodley. Slimmer than ever cabinet. Mahogany or Styling! The Rutherford. A decorator-approved Original. 


blonde oak grained finish. Son-R remote control. ‘Touch- Satin walnut, blonde oak, or sierra veneer. Son-R remote 
A-Matic"” bar tuning. 18,000 volts of picture power. Giant control. “Touch-A-Matic” bar tuning. 20,000 volts for hi-fi 
size full fidelity speaker acoustically matched to TV set. pictures. Extra amplifier built-in for 4-speaker hi-fi sound. 
Variable bass and treble control. New 110° picture tube. Stereo hi-fi phono jack. New 110° picture tube. 
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Magnetic 
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, Son-R Remote Control TV Series. New Console Styling! 

ity The Lynwood. Slimline cabinet. Mahogany or blonde oak 

Lip. grained finish, or sierra grained veneer. Son-R remote con- 

tor trol. ‘‘Touch-A-Matic” bar tuning. 18,000 volts of picture 

power. 8” and 5” round high fidelity speakers mounted in 
front. New 110° Black Magic Picture tube. 
eo" MARK OF QUALITY 
=n! THROUGHOUT THE WORLD 
SOLD IN 90 COUNTRIES... MANUFACTURED IN THE U.S.A., AUSTRALIA, 
ARGENTINA, BRAZIL, CANADA, ITALY, MEXICO, PHILIPPINES, AND URUGUAY. 
1G 
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Department store men 
like Gomberg of 
Goldblatt’s: 





All his salesmen 
have to do is sell 


Wo, a salesman eases up to a “look- 
er’ in the television department of 
any of some 20 Geldblatt’s department 


stores, and asks “Can I help you?” he’s 


Surrounded by shoppers, Goldblatt’s State 
Street TV manager Harry Gomberg demon- 
strates Philco’s newly introduced Predicta 


MAKING MONEY continueo 


performing the only job he has—convert 
ing “lookers” into owners and customers. 
His job is made easier than the independ- 
ent salesman’s by some factors, tougher 
by others. 

To make his pitch effective, he usually 
has plenty of merchandise on display, 
and most of it is hooked up and running; 
there are some 50 sets on the floor in Chi- 
cago’s State St. store, for example. He can 
show a line for every need and price level, 
and within lines, there’s plenty of spread. 
He deals only in name brands, and in sev- 
eral of them. When it comes to closing a 
sale, he has three ways for the customer 
to pay—cash, of course; the regular 
charge account—a 30-day cash deal; and 
he can also write a contract. And very 
often, he’s dealing with a regular and satis- 
fied customer of the store. 





Good traffic, obvious in this picture, is inherent 
advantage of department store. Salesmen 
don’t talk to shoppers, however, until they get 
inside department. 


Perhaps more than most other TV sales- 
men, Goldblatt’s men must be proficient at 
step-up selling, and in explaining why 
“Goldblatt’s concentrates on certain mod- 
els in a line.” Delivery “right now” is usu- 
ally tough to promise—for the impatient 
customer, the salesman’s best bet is to of- 
fer to allow the customer to pick up the set 
at the warehouse, and to knock off a little 
for the delivery savings. And being on 
State Street—or Main Street—and in a 
high traffic location within the store, he 
gets a lot of casual lookers. 


Selling Pays at Goldblatt’s 

For the salesman personally, selling at 
Goldblatt’s is a pretty good deal, figured 
‘most any way there is to look at a job; 
ranging up to three weeks vacation, extra 
“fringe” benefits that accrue to most em- 
ployees of big organizations, State Street 
hours, discounts on in-store purchases, 
and a commission rate that certainly puts 
him in the upper brackets of retail sales- 
manry. Goldblatt’s men like to figure their 
pay on a “per hour” basis, because they’re 
sure this puts them on top in Chicago. The 
“voungster” on the State Street TV floor 
has been there eight vears—a commen- 
tary in itself. 


Selling Is the Salesman’s Only Job 


Behind the salesman, organizationally 
speaking, are numbers of other specialists. 
Within the store, there’s a credit depart- 
ment that handles all the paperwork—and 
does the qualifying of the sale, to 
there’s a warehousing and delivery set-up; 
there are display people and housekeeping 
people (though salesmen clean up sets 
each day); and of course, store manage- 
ment. For Chicago stores, there’s a central 
service department. 

Goldblatt’s handles all its own service: 
according to one executive, there is a 
$50,000 parts inventory in the Chicago 
service shop. This service organization is 
headed by a man with 22 years as an en- 
gineer with Philco. The only stores that 
don’t run their own service departments 
are in outlying small towns, where the 
volume justifies only a local contract ar- 
rangement. 

Buying, merchandising, sales planning, 
advertising: all these are handled central- 
ly for the whole 20-store organization. 
The basic guide is statistical; the organi- 
zation is by product groups, of which 
there are ten, each headed by a merchan- 
dise manager. Buyers work for these 
men. Alongside these staffs are specialists 
in sales, promotion, statistics and controls, 
advertising, buyers, etc., on whose talents 
they can draw. 


One Man Runs the Show 

This means that all copy for television 
ads passes over the desk of one man—he 
also checks inventory, store performance, 
buying, and all the other details of running 
a retail business—up to the point where 
that salesman walks up to the customer. 
Ads and special events and markdowns, of 
course, can be and often are initiated by 
store department managers, but approval 
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SELL THE MAGIC 9 
FOR ‘39 





Model KD148 


HI-FI TV WITH 3-D 


Sell the biggest line-up of stereo combinations... 
all with sales-ready pricing! 
Every combo complete with exciting new STEREO .. . that brings customers in and pulls Mode! KD149 , 


wallets out! Complete with Olympic’s famous “BUY TV...GET ALL 3” value that makes 
CUSTOM WIRING 








those wallets grin! Complete with national advertising by Olympic to 25,260,000 families! 
Complete with extra-value features . . . full step-up pricing . . . full markups . . . full profits! 
Plus the industry’s most successful pricing-merchandising plan! 









Model KD149C 


POWER TRANSFORMER 


B 6 70 0 OO MO ie 





Model KE150 


FURNITURE STYLING 


\ Model KE150 
SELL “BUY TV...GET ALL 3” 
U 1. HI-Fl TV WITH 3-D 2. HI-Fl AM/FM RADIO 3. HI-Fl STEREO PHONO \\ 
For Merchant-Wise Merchandise . . . See your Olympic Distributor! Model Ki616 


THERMO TUBE PATROL 


| Your “password” to profits... *° —— 
ag p 7 


A DIVISION OF HE SIEGLER CORPORATION 

















Model KH417 


World’s Leader in Stereo 3-Way Combinations « TV « Stereo Hi-Fi « Tape Recorders « Olympic Radio & Television « 34-49 38th Avenue « Long Isiand City 1, N. Y. CLARIFIED SOUND 
AS ADVERTISED IN LIFE * SATURDAY EVENING POST « LOOK « HOUSE BEAUTIFUL « TRUE STORY « CORONET ¢ EBONY ¢ N. Y. TIMES MAGAZINE 
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comes from the merchandise manager. 

Statistics are all-important at Gold- 
blatt’s. There’s one piece of paper called 
the “Retail Statistical 
Statement” that carries the whole message 


Merchandising 


and is the merchandise manager’s bible. 
For this branch of the business, the year 
is divided into 13 four-week periods. Buy- 
ing, inventory, advertising—all are based 
on this special calendar. 

Naturally, though the organization is 
split into the store, or sales, side and the 
merchandising and management side, the 
two groups work closely together. TV de- 
partment managers accompany buyers in 
looking at new lines; individual store dif- 
ferences in sales are worked out together; 
excess inventory in one store can be shift- 
ed to another (oftenest to State Street). 


Buying What Sells 


In selecting lines and models in TY, 
Goldblatt’s of course “buy what sells.” 
They continually weed out the non-movers 
and may start out a year buying ten mod- 
els in a line, eventually end up with six or 
eight. The price ranges run in cycles, too 

the after-Thanksgiving price switch is 
one example—but Goldblatt’s buys across 
the board, at both the low end and the 
high end. 

Probably the key to figuring Goldblatt’s 
techniques in merchandising TV, or any- 
thing else, can be found in the words of 
one executive: “We make our people ‘pros’ 
at their specialties—whether they’re mer- 
chandise managers, floor salesmen, or 
candy counter girls.’’ Specialists working 
with plenty of merchandise at competitive 
prices on a floor that gets high traffic and 
with good incentive for sales: that’s what 
makes Goldblatt’s an important factor in 
the Chicago market. 


Furniture store 
buyer Gilbert: 





Buy big, advertise big, 
display big, and sell big 


i Bow furniture store approach to tele- 
vision merchandising finds expression 
in Jack Gilbert, buyer of TV and appli- 
ances at Morris Kirschman & Co., two- 
outlet New Orleans firm that sports a 
multi-million-dollar volume. 

Gilbert, whose TV department does 
“several hundred thousand” annually, has 
a mass operation going for him. He buys 
big, advertises big, displays big, sells big. 





THEY’RE MAKING MONEY continue 






Mass display is key to merchandising TV in 
the opinion of buyer Jack Gilbert of Morris 
Kirschman & Co., New Orleans furniture 


In selecting his six lines, he uses the old 
reliable yardstick of acceptance. (“Off- 
brand stuff costs too much to handle. You 
don’t get the volume, don’t get the co-op.” 

Once a line has shown him something, 
Gilbert stays with it, rides it down to the 
wire. This brings more cooperation from 
suppliers, puts continuity into Kirsch- 
man’s advertising, and creates brand-store 
identification. 


Buy in Volume 

Gilbert orders by the calendar. In sum- 
mer, he goes to market, checks the new 
lines, and buys—conservatively in models 
with radical design changes, heavily in 
“T don’t sample; I 
buy. You can’t operate in samples and 
shoot for volume sales at one and the same 
time.”’) 

Always in quest of the edge that volume 
buying brings, he orders in trailerloads, 
pool cars and full cars, merchandising as 
he goes, but with an eye toward building 
a deep and balanced $50,000 to $75,000 in- 
ventory for the September-February sea- 
sonal push. Comes spring, and he drops 
back to buying on a fill-in basis from local 
warehouse stock, reducing his inventory 
in the direction of an open-to-buy for 
summer’s new models. 


conventional numbers. ( 


Mass Display Is the Key 

Jack Gilbert puts the key to successful 
television merchandising into two wards: 
mass display. Load your floor with as 
many different models in as many top 
lines as it’ll hold. Line them up here— 
group them there; but keep it clean. Ad- 
just them all; antenna them; plug them 
in. Run a few, including a color set, on 
continuous live demo. Get the people tell- 
ing each other, “I’ve found the place for 
TV.” 

In mid-winter, about 80 sets are. dis- 
played at Kirschman’s huge new out-of- 
the-city store; between 60 and 70 at the 
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store. Eight sets are kept on display at this 
new out-of-city store and 60 to 70 at the firm’s 
other branch outlet. 


other outlet. An effort is made to show the 
mahogany and blond of each model, but 
numbers aren’t repeated merely to fill a 
display. When inventory dwindles, dis- 
play pieces are worked out along with 
crated stock. 


Let the Customer Buy 

Gilbert’s salesmen are pros—fast at 
classifying prospects and smart at deter- 
mining when and where to move for the 
step-up. There are no exclusive assign- 
ments—all work in TV, appliances and 
furniture, doing away with the awkward 
business of turning over prospects. All are 
on straight commission. None canvasses 
outside. Nothing in Gilbert’s department 
is spiffed. (“If I let spiffs in here, dis- 
tributors would begin calling the shots 
and I’d lose control.” ) 

To Gilbert, a little selling goes a long 
way. “We assume,” he says, “that people 
come here to buy. We suggest, we guide, 
we step-up, we add-on but we do not 
make a ritual of selling. We feel that a 
sales point needlessly brought up clouds 
the issue by giving the prospect one more 
thing to consider. Here, we tell them what 
they want to know, then we let them buy.” 

Kirschman’s farms its service, sells 90- 
day policies for $15. As instruments of 
customer satisfaction, policies are pushed 
hard, sold nine times out of 10. Delivery, 
uncrating and simple plug-in by the store 
are followed up a day later with an ad- 
justment and demo call by a service com- 
pany man. This is free to policy buyers, 
otherwise would cost Kirschman’s $4.50 
per call. 

The firm runs about 20,000 TV lines a 
month in straight television ads and in 
composites with appliances, but never 
mixes TV with furniture. Television fi- 
nancing is no problem, since Kirschman’s 
carries its own paper. TV can be lumped 
with white goods and furniture in any 
combination. 
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Chicago discounter 
Benzik 





“lf | don’t let them 
beat me down a little 
they'd feel cheated. . .” 


“T° HOUGH he calls television his “loss 
] leader,”’ Steve Benzik devotes plenty 
of space to it. S. Benzik and Co. Inc., is a 
‘neighborhood discounter,” like every oth- 
er relatively small independent in Chicago. 
Ensconced in one of Chicago’s “six-cor- 
the Irving Park- 

intersection,— 


ner” shopping districts 
Cicero-Milwaukee Ave. 
Benzik gets plenty of traffic. 


Plenty of Merchandise 


What customers see is a clean, bright, 
well-lighted store, with plenty of merchan- 
dise. In TV, Benzik displays 30 to 40 sets, 
depending on the season. There are three 
six-unit double level racks that help hold 
down the required floor space. Brand 
names currently include Magnavox, RCA, 
Zenith, Sylvania, Admiral and GE. There 
are rather more blonde sets than in the av- 
erage dealer’s stock. And the big bulk of 
the sets shown—and of Benzik’s TV busi- 
ness—falls in the $219 to $269 brackets. 
That’s the actual selling price—consider- 
ably under “list prices.” 

“Everybody wants a set for under 
$200,” according to Benzik, but the aver- 
age TV sale will run about $239. Each sale 
is separately negotiated and a given piece 
of merchandise may sell at one price to- 
day, another tomorrow. It makes no dif- 
ference to Benzik whether it’s cash, 30 
days or terms—the price is the same. 


Two Kinds of Price Customers 

According to Benzik, he has two types 
of customers when it comes to price—the 
one-pricers and the “kibitzers.” His old 
customers he knows, and handles accord- 
ingly. Strangers require a little sparring 
to find out whether they’d prefer a firm, 
bottom price, or would like to bargain. “If 
I didn’t let some of them beat me down a 
little, they’d feel cheated,’”’ chuckles Steve 
Benzik about this. When it’s an over-the- 
phone quote, it’s always tough. The 
customer who calls with a model number 
and says “What can you do for me?” has 
been around. If Benzik has the merchan- 
dise and wants to move it, he quotes one 
bottom, bottom price—always lower than 
the same price would be on the floor, 
where he’d have a chance to give a little 
more if necessary. 
Chicago is a tough market. The prices 
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give you the idea. Larry Benzik, one of 


Steve’s sons, points to a 21-inch console 
model and says “That cost me 198 bucks. 
Add five to deliver it. At $219, I’m out of 
line.” Another example: A $212 cost item, 
plus the $5 delivery, is “lucky” if it pulls 
$239. There’s little room for non-movers 
on the Benzik floor. They go out at cost, 
but they’re delivered in the back of a Ben- 
zik car. 

Occasionally, Benzik will take a clean, 
sharp trade, but the standard procedure is 
to let the customer worry about the old 
set. When they do get trades, they usually 
turn the used unit over quickly to a service 
dealer. 

Accessories are important to TV profits, 
though Benzik doesn’t make a big produc- 
tion out of them. With every other set, 
they sell a set of “rabbit ears” that nets 
them an additional profit ranging up to 
half the profit on the set. Tables for porta- 
bles and table models are another good 
item. They sell one table for $9 that they 
pay $4.50 for, explaining, “The public 
doesn’t seem to mind your making it on 
the little stuff. They expect it. I think they 
think we get $50 on the set itself.” 


Living on Thin Margins 

Working on such margins is possible for 
Benzik only because TV is somewhat of a 
loss leader, and because the organiza- 
tion is slimmed down to lean proportions. 
There is Stephen Benzik and his sons Law- 
rence and Richard, and one non-family 
salesman. That’s it. No service depart- 
ment, no delivery men, no bookkeeper, no 
switchboard girl. A high percentage of the 
business is done over the phone, and this 
kind of customer very rarely comes to the 
store. 

This low-cost volume comes in and 
makes money only because Benzik is com- 
petitive, because there are plenty of re- 
peat customers, and because the firm 
makes good on a bad deal. They go a long 
way to keep the customer happy by find- 
ing merchandise, delivering it when it’s 





Price makes the sale but demonstrations and 
answers to prospect’s questions are provided 
quickly by neighborhood discounter Steve 
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wanted, and by remembering his or her 
name and address. Probably most impor- 
tant is that Benzik’s is a cheerful place to 
do business—the Benziks make a real 
production out of cheerfulness and cooper- 
ation—and underlying every deal is the 
customer’s conviction that he’s doing all 
right on the price. And he is normally cor- 
rect in this assumption. 

S. Benzik and Co. Inc., is a retail sales 
outlet—strictly. The whole emphasis in 
the store is on closing the sale. The big- 
gest single factor in closing a TV sale 
right now, in the Benzik view of TV sell- 
ing, is to have a sharp picture. For that 
reason, every operating display set is spe- 
cially sharpened by distributor service 
men. 





They Worry About Service 

Having to operate without a service de- 
partment doesn’t mean the Benziks are un- 
concerned about service. They are trim- 
ming down their lines this fall, and a de- 
ciding factor is service, as provided by 
the factory’s central service to Benzik cus- 
tomers. An even more vital step this fall 
is this: no set will be sold unless the cus- 
tomer will buy a service policy. The policy 
costs $9.95 for 30 days—all costs. 

Benzik knows it’s going to be tough to 
make this one stick, but feels the results 
will be worth letting a few customers 
walk. Heretofore, service has created plen- 
ty of problems. No matter how carefully 
they explain the service situation—even 
to stamping the bill in bold type “CUS- 
TOMER REQUESTS NO _ SERVICE 
POLICY”—they get problems. Some cus- 
tomers prefer to buy TV on 30-day charge, 
because they feel this gives them a clout 
when it comes to making the unit work if 
there’s trouble. 

Streamlined selling—that’s the pattern 
for a Chicago neighborhood discounter. 
It must be a pattern that works, because, 
with a very few exceptions, that’s the only 
kind of independent appliance-TV house 
left in Chicago. End 








Benzik in Chicago. Despite emphasis on price, 
Benzik tries, and successfully manages to run 
a “cheerful” store. 
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Three years ago Palm TV & Appliances in Hia- 
leah, Fla., began stocking color TV. But the 
store’s owners were suspicious of the product— 
and they sold only five sets Partner 

Henry St. George: 


Last year the firm took a vigorous, positive ap- You Can't Sell Color 


proach in selling color—and moved 50 sets. All 


of which, say the partners, proves that Unless You Stock It 








Be geigee not going to sell color unless 
you stock it. We found that out a 


couple of years ago when we were flirting 


? with it—buying one, selling one. People got 
i ve 0 0 the idea that color was just a sideline with 


In Color 
Before You Can eee 


dl We Demonstrate 
SELL IT @ All The Time 
.. . Even To Ourselves 


By BiLL McGUIRE “’VE got a color set at home, Henry’s 
got one, and so has Al Jackson. We 

don’t even think straight black and white 

any more. We’re demonstrating color all 


a NY _ . , the time—to ourselves and our neighbors 
7HEN Murray Grimes and Henry St. George 
began believing in color television, they began 


moving it. 

Grimes and St. George took on color three years 
ago at their Palm TV & Appliances, Hialeah, Fla. The 
first year, they were wary of color, knew little about 
it, didn’t service it . . . they sold five sets. 

The second year, as it dawned on them that this was 
practical, smooth performing product with a sweet 
future, they secured color training for their TV service 
manager, bought color test equipment, and began to 
think color . . . they sold 10 sets. 

By the third year, their faith in color as tomorrow’s 
key big-set market, and their ability to sell, set up and 


Service manager 


Al Jackson: 
service it, had resulted in a vigorous, positive approach 


, | De | Do 90-days Worth 
to all phases of the medium at Palm TV .. . they sold 4 
50 sets. of Service Before 


Grimes, St. George and their TV service manager, 


Al Jackson, share a firm belief in color. All are con- The Set Is Sold 


vinced that today’s product represents the ultimate 


i fe 
“UR ] 


in color’s basic form, and that improvements will come 
chiefly as refinements in component engineering and 
in program production and transmission techniques. 
Here’s the way each describes his “new” approach to 


YE figure it’s up to me to give people 
confidence in their color television, 

and keep an eye on service overhead at the 
same time. Making sure a set’s right be- 


selling color. fore it goes out does both. 
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us, and they weren’t lining up to spend 
$600 on a longshot the dealer didn’t even 
seem to be backing. 

“Now we keep four to six sets on hand 
—one for demo in the viewing room, and 
the rest on display. It’s impressive—three 
or four color numbers lined up and backed 
by display panels and a wall banner. It 
gives us what amounts to a color depart- 
ment, and Hialeah people are already mak- 
ing the connection between Palm TV and 
color. 

“We duplicate our fastest mover once or 
twice, and stock two or three others in sin- 
gles. Most of our color stuff is ’57, but we 
don’t get caught without at least one cur- 
rent set. 

“Nothing’s left in the carton. If we’ve 
got it, we display it. We uncrate color sets 
in the service shop where Al Jackson can 
get first crack at them. 


at night, and to prospects in the afternoon. 

“Demonstration’s important—you can’t 
sell color without it. We do it three ways 
in the store—with rabbit ears on the big 
sales floor, to prove an indoor antenna will 
pull in a picture; on the central antenna in 
the viewing room; and in direct competi- 
tion with black and white. 

“About that last: We’ve had plenty of 
color prospects ruined by dealers who sell 
against it because they’re afraid to stock 
it, afraid to service it, afraid to try to un- 
derstand it. These guys sell black and 
white to people who want color. Well, we’re 
selling color to prospects for $300 and 
up b&w sets. And the way we do it is to 
roll a big-dollar black and white set up to 
the door of the viewing room where the 
prospect’s watching color, and tune in the 
same channel, so he can compare the pic- 


“The minute I knock open a crate, I 
start handling service calls on the set— 
before they come in. For instance, I 
know that any of 10 condensers can kick 
out, so I change all 10, right then. 

“T know that nearly all the resistors 
rated at one megohm or better have a habit 
of going bad, so I replace eight without 
bothering to check them. Now I’ve ‘an- 
swered’ just about every service call that'll 
come in on the set for the first three 
months, except for instructional calls, and 
maybe an adjustment touch-up. 

“Next, I put in about 30 minutes con- 
verging the set, air check it for a few 
hours, trundle it out on the sales floor and 
plug it in. 

“When it sells, I’m the delivery boy. We 
coincide deliveries with Matinee Theatre or 


“‘Al’s idea is to take care of early trouble 
calls right there in the shop. He beefs the 
sets up where they all need it, converges 
them and gives them air checks. Then they 
come out on the floor. 

“One goes into the viewing room on the 
master antenna. The rest get rabbit ears 
and a place in the floor group. Just about 
every sale we have made is a working dis- 
play piece. 

“It isn’t hard to show people they’re 
smart to buy sets that have been put 
through service, converged, air-checked 
and then run a few hours in the display— 
but no longer than a regular break-in 
might take. This way, we are in a position 
to know what they’re getting, and so are 
they. 

“The ‘original factory crates’ stuff is 
fine for refrigerators, but it’s no good for 
color TY.” 


tures just by turning his head. It works 
fine . . . for color. 

“You can’t do a good job of demonstrat- 
ing color in fragments much better 
to build a demo around a whole show, 
something a person can get his teeth into. 
So we schedule them for Matinee Theatre. 

“‘We don’t push home trial. It takes the 
set out of your control, and the deal can 
sour if the prospect forgets his tuning les- 
son. In the viewing room, you’re there to 
make sure he’s seeing color at its best. 

“The stronger the color market gets, the 
faster black and white sets will depreciate. 
We use this probability to pitch color as a 
sounder investment. For the guy awaiting 
‘perfection’ our answer is that nothing— 
including black and white—is perfect, 
and that color’s basically just about as 
good as it’s going to get.” 


an evening color show, so we can teach the 
customer how to tune the set. I set it up, 
touch up the convergence, and sometimes 
put a slight color wash into the black and 
white, if the man wants it there. 

“Most of our service trouble comes 
from original-carton deliveries—sets I 
wasn’t able to get my hands on in the shop. 
In the rest, 90 percent of our repair inci- 
dence has been in black and white circuits. 
I handle all the service calls I can in the 
home to help kill the idea that color’s too 
tricky for anything but shop repair. 

“Color’s no mystery to a good black and 
white technician, once he’s mastered con- 
vergence, and that’s mostly a matter of pa- 
tience. And if he forgets the ‘whys’ of color 
circuitry and settles for the ‘hows’ it’s a 
snap.” 
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Original factory crates may sell refrigerators 
but they won’t move color, says St. George. 
Firm keeps four to six sets on hand, all in 
working order. Fact that set has been in use 
for few hours in store is used as sales tool. 


Only one set in store has central antenna; 
Color sets are also demonstrated against 
others work off rabbit ears to convice cus- 
tomers set will pull on indoor antenna. Color 
sets are also demonstrated against black and 
white models so store can turn monochrome 
prospects into color buyers. 























' . 
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Ten condensers and eight resistors are re- 
placed by Jackson as soon as he opens crate. 
By doing this he feels he has “answered” just 
about every service call that would arise in 
first three months use. 
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SPEED REPAIRWORK 
FIELD-TESTED TV SERVICE 
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Time saved is money saved when repairing television sets. Because of this, General 
Electric has developed a whole series of original tools and devices to cut your servicing 
time and costs. They’ve been exhaustively field-tested, field-proved. They add profit 


hours to the work week of the television technician. 


Read about these ingenious aids below! See them on your next visit to your G-E 


tube distributor’s! Only General Electric makes available this group of special service 





devices—each and every one a time and trouble saver. They’re easy to use. . . and 


easy to obtain. Ask your G-E distributor how to get them! Distributor Sales, Electronic 


Components Division, General Electric Company, Owensboro, Kentucky. 
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TWIN-X WRENCH SET (ETR-752)— 





NEW TUBE-FUSE-LAMP CHECKER (ETR- 


designed and built expressly for v 981A). Only 3!%” by 234" by 1? 

TV-radio repairwork. Replaces . Can easily be carried in pocket. 
eight hex-head socket wrenches SAFETY-GLASS PULLER (ETR-1592). Powered by 3 “C’’ flashlight bat- 
js" to 4". Sizes are clearly marked Now you can remove the tele- teries. Will check 7- and 9-pin 
for quick selection. Hollow shafts vision safety glass easily, without miniature tubes, also lock-in and 
permit wrench to grip the nut over : risk of cracking or chipping. Han- octal-base types . . . picture-tube 
protruding end of bolt. Chrome- dle of this device controls a three- heaters ... all TV and radio 
plated case-hardened steel—will inch rubber suction cup with fuses ... all filament-type pilot 
stand up in long, hard service. vacuum-release tip. lamps. A ‘“‘must” for technicians. 







New G-E Chassis-Jack (ETR-1470) All-Type Tube Puller (ETR-1094) 


Picture-Tube Nek-Rest (ETR-1169) Service Drop Cloth (ETR-1021) 
@® @ Picture-Tube Pillow (ETR-1469) Adjustable Bench Mirror (ETR-1275) 










E | AIDS! 


SEE THEM 
ON THIS PEG-BOARD 
COUNTER DISPLAY! 


Your G-E tube distributor features this 
large peg-board display of TV-service 


’ Miniature 
Ube Pin 


cato, 















aids. Inspect them in detail! All are 
safety-packaged in heavy transparent 
plastic, which keeps them clean, pro- 
tects them from scratches or other 
injury. Be sure to look for this display at 
your distributor’s—be sure to study the 
useful service aids. You'll want them all! 

















MAGNETIC SWING-BEAM SERVICE 





ETR- LIGHT (ETR-1593). Magnet holds 

YB the light securely to chassis of set, 

ket. so that both your hands are free TRI-PLEX EXTENSION LEAD (ETR- 
bat- PIN-LOCATOR FOR MINIATURE TUBES for work. Swing-beam design 1527). New in design. Compact 
-pin (ETR-1540). Use it to place minia- puts illumination just where you for your service case, with only 
and tures in hard-to-reach sockets. need it. A time-saving aid you'll one lead plus adapter. Practical 
tube Centering plug positions the lo- want on every job. Small, fits and easy to use. Like other G-E 
adio cator above pin holes. Magnets easily in your service case. Strongly service aids, the Tri-Plex Exten- 
ilot then hold locator while tube is made, durable . . . uses standard sion Lead comes in a protective, 
ans. turned till pins drop into socket. flashlight bulb and batteries. reusable polyethylene container. 
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What about tape cartridges? 


How do you balance stereo? 









AT THE MUSIC SHOW 


Dealers Begin Asking 
Their Own Questions 
About Stereo 


Stereo swept the 57th annual Music In- 
dustry Trade Show in July as it had swept 
the Summer Markets a month before. This 
time it wasn’t so new. Dealer’s who had 
been awed by it on the first round now 
were asking questions they’d had a month 
to develop: 

e How do I convert the customer’s mon- 
aural set to stereo? 

e Won't two-piece stereo be too much 
furniture for today’s small living rooms? 
@ Which is better: one-piece or two? 

At the Show, some manufacturers called 
more attention to conversion than others. 
Stromberg-Carlson, Olympic, Westing- 
house, Grundig-Majestic featured conver- 
sion kits—in prominent billboard displays. 


Typical kits, costing about $19.95, in- 
clude stereo cartridge, lead for extra 
channel, cable to join master and slave 
unit, and assorted hardware necessary for 
connecting and switching. Other conver- 
sion “kits” were $60 and more, but were 
priced to include both the above equipment 
and the speaker-amplifier remote unit 
necessary to reproduce stereo discs. 

Magnavox went farther into the prob- 
lem of conversion than others. It packaged 
22 kits, numbered them, assigned them 
specifically to 26 monaural phonos in the 
line. Contents of kits varied according to 
whether master unit would be paired with 
speaker only; with speaker-amplifier; or 
with Magnavox TV. 

Westinghouse’s conversion kit would be 
supplied free to customers buying monaur- 
al now and converting to stereo later. 

Stromberg-Carlson had a wrinkle de- 
signed to ease the dealer problem of how 
to buy stereo. Stromberg’s master units 
are available either as stereo or monaural. 
Changers are switched at factory and deal- 
er pays $10, $15 or $20 more for stereo 
version of a monaural model. And another 
wrinkle. For dealers who have the rare 
problem of converting two-piece monaural 
units to stereo, Stromberg offers the 10- 
watt, extra amplifier, separately for $59. 

In the month since stereo’s introduction, 
some competitive areas had begun to de- 
velop among manufacturers. RCA was de- 
fending the group of makers who were 
marketing stereo master units which al- 
ready ccntained the second channel ampli- 
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fier and needed only the remote speaker to 
reproduce stereo discs. RCA’s view: the 
dual channel amplifier on a single chassis 
is cheaper than two separate amplifiers. 
And it takes only one set of balance con- 
trols, and control is concentrated at one 
place. 

Philco was spokesman for the separate 
amplifier group: the customer who does 
not want stereo does not have to pay for 
the second amplifier when it is outside the 
master unit. 

Which stereo is better: one-piece or two- 
piece? Magnavox’s George Fezell gave one 
answer at the dealer hi-fi selling clinic: 
“You do get the stereo effect from a 45- 
inch one-piece instrument. But the effect is 
more dramatic if you have the two-piece 
separation.” 

Admiral has the lowest priced one-piece 
stereo units at the Show, starting with a 
portable at $129, stepping to consolette at 
$179; consoles at $199 and $399. That 
segment of the line is designed, they claim, 
to answer the space problem specifically. 
“If the living room is too small, or too 
crowded to take two-piece stereo, we've 
got one-piece goods for all pocketbooks.” 

Motorola was claiming an exclusive: a 
three-piece stereo unit, marketed as a 
portable at $159. Two ends of the portable 
case are detachable speakers. 

Webcor was in with an exclusive, adding 
to its two-piece stereo phone line a remote 
control shown last year with stereo tape 
players. Using the cable-attached remote, 
the listener can balance the separate 
sounds from both speakers without mov- 
ing from his arm chair. 

Action in the stereo disc and stereo 
phono areas was so hot that it almost over- 
shadowed one big development in the tape 
industry: RCA, Motorola, Pentron were 
showing for the first time a revolutionary 
improvement which takes all the fuss out 
of playing tape by eliminating reels and 
the necessary hand threading of tape 
through the playing head. 

In this new way, pre-recorded tapes are 
marketed inside a magazine or cartridge. 
The plastic, rectangular magazine is 
placed on its specially designed tape play- 
er with less bother than it takes to put a 
record on a phonograph. End 
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QUALITY TAKES MORE THAN 
A MEMO FROM THE BOSS 


Quality is more than an advertising claim...at Zenith quality 
has been the policy for 40 years that has insured continuous 
quality in Zenith products 


There are those who believe they can create a reputation 
for quality just by claiming it. They believe they can write 
a memo and expect quality to happen suddenly “over- 
night.” 

Quality is not something that can be accomplished by 
a memo from the boss suddenly issuing an order to ‘““make 
quality”’. 

Quality began at Zenith 40 years ago. Zenith chose the 
policy of quality as the road of business soundness and 
customer satisfaction. 

During these 40 years we have discovered that quality 


is a lot of things—not only a combination of carefully 
selected quality parts and components, high standards of 
workmanship, and skilled engineering but, at Zenith, we 
have discovered that quality is also an attitude, a state 
of mind that every individual in the Zenith family prac- 
tices and believes in. 

The policy of quality and soundness has gained for 
Zenith an outstanding position of leadership and sales 
success in the industry. 

At Zenith quality is more than a claim ... and that is 
why “‘the quality goes in before the Zenith name goes on’’. 


uy 


=H THE QUALITY GOES IN 


BEFORE THE NAME GOES ON 


Zenith Radio Corporation, Chicago 339, Illinois 


40 years of leadership in Radionics exclusively. Makers of television, radio, high fidelity instruments and fine hearing aids. 
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7 big reasons why you should not starve your stock today 


MORE PEOPLE... U.S. popula- 

tion has doubled in last 50 years! 
Four million new babies born yearly! 
Prosperity curve has always followed 
population curve! 


MORE JOBS ... There are 15 
million more jobs than in 1939! 
There will be 22 million more by 1975! 


MORE INCOME... Family in- 

come, after taxes, is now at all- 
time high of $5300—expected to pass 
$7000 by 1975! 


MORE PRODUCTION... U.S. 
production doubles every 20 years! 
It’ll take millions more people to 
make—sell—and distribute all our 
products with every succeeding year! 


MORE SAVINGS... . Individual 

savings are at a record high — $340 
billion—making a record amount 
available for spending! 


MORE RESEARCH .. . $10 billion 
spent each year means more jobs, 
more industry, better living! 


MORE NEEDS... $500 billion 
worth of schools, highways, homes, 
durable equipment is needed in next 


few years. It means opportunities for 
all! 


It all adds up to another big upswing. 
Be sure you’re ready for it — and 
you'll be sure to profit from it. 


FREE! Get going today! 
Write at once for illustrated 
“How To Turn the Tide” 
booklet offering valuable 
and vital selling ideas. The Advertising 
Council, 25 W. 45th St., N. Y. 36, N. Y. 


YOUR FUTURE IS GREAT IN A GROWING AMERICA 


SEPTEMBER, 
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Hoffman presents the fine furniture line for ’59! 


Hoffman for ’59 presents TV in the genuine hardwood fine bright even in daylight. Only Hoffman has high fidelity 
furniture deserves. The top, the sides of the cabinet are all sound in TV with exclusive “Soundorama,” multiple 
made of hardwood —and MORE THAN TWICE AS THICK AS IN speakers mounted in hardwood to produce 20 to 20,000 cycle 


OTHER QUALITY SETS! frequency response. Add exclusive Dyna-Touch tuning and 


The Hoffman line for ’59 presents a new elegance and sim- you have the most exciting TV in the industry! 


plicity of style—designed to complement other fine furniture 


s In ’59 Hoffman introduces the striking new Deluxe Mark 10 
and add lasting beauty to the home. 


chassis and continues with the famous Mark 5, the quality 
And, as always, you can depend on Hoffman for the finest standard in TV. The Mark 5 is equipped with phono-stereo 
performance. Only Hoffman has Black Easy-Vision lens for jack and can be used as a stereo extension unit. Here’s the 
protection against eye fatigue, keeps the picture clear and quality line that’s priced right. 


Show Hoffman an Quality leader 
in home 
and you’ll show profit! entertainment 


WRITE OR CALL YOUR DISTRIBUTOR OR HOFFMAN ELECTRONICS CORP., 3761 SO. HILL STREET, LOS ANGELES 7, CALIF. NOW! 
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An opportune setting! Chicagoans won’t be 
confused about stereo if we can help it! 
SIGHT & SOUND: 1958 will explain 
clearly what stereophonic sound is and 
show the many ways it can be enjoyed in 
the home. Packed with product informa- 
tion, news and pictures, this handsome 
issue will help Tribune readers discover 
the wonderful new world of hi-fi, TV, re- 


cordings and stereophonic sound. 


Chicago's biggest audience! This sales stimu- 
lating supplement will go into the homes 
of more than 950,000 families in Chicago 
and suburbs—hundreds of thousands 


more than any other Chicago newspaper. 


Zoned circulation impact! Circulation of this 
issue will be split into five zones in Chi- 


cago and suburbs. Manufacturers and 





distributors can run the same ad in all 


five zones with a different dealer listing 
in each zone. Retailers can concentrate 
their advertising in one or any combina- 


tion of zones. 


Active retail interest! Leading Chicago retail- 
ers plan a big push on sight and sound 
merchandise. Two of the largest have al- 
ready made plans to tie-in with this Chi- 


cago Tribune promotion. 


Powerful promotion! Advance ads in the 
Tribune, plus radio announcements, will 
herald SIGHT & SOUND: 1958 to the 
public. And to participating advertisers, 
the Tribune will supply free tie-in ban- 
ners, point-of-sale display material and 


merchandising assistance. 


Chicago Tribune 


SIGHT & SOUND: 1958 will provide an interested audience for what 
you have to sell. Call a Tribune representative today to reserve space in 





Chicago 
R. C. Tower 

1314 Tribune Tower 
SUperior 7-0100 


New York City Detroit 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 












this sales-making issue of the Chicago Tribune. 


W. E. Bates 
1263 Penobscot Bldg. 
WOodward 2-8422 








San Francisco 
Fitzpatrick Associates 
155 Montgomery St. 
GArfield 1-7946 


Los Angeles 


Fitzpatrick Associates 
3460 Wilshire Blvd. 
DUnkirk 5-3557 
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YOU CAN BE SURE...IF IT'S Westinghouse 
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Appliance leaders \ major “extra” in sales appeal for the modern 


combination washer-dryer is the finish that can 


be counted on to resist harmful effects of soaps, 
detergents and heat. 


know they can pe sure DULUX Enamel provides just such a finish, 


was developed to embody a range of sales- 
winning features that loom large in appliance 


of sales appeal...and top quality aaariiaseliecceunnt 

This finish dependably resists chipping, crack- 
ing, scratching or staining. It assures smart ap- 
® Yearance at no sacrifice of service life. With 
when they use Du Pont DULUX Enamel ot LUX whites stay white and colors brilliant 
through a washer and dryer’s long, arduous 
career. Easy cleanability is yet another telling 

Sales point. 


The continuing customer Satisfaction that’s 
built-in with DULUX accounts for the number 
of topflight manufacturers of appliances who 
make it their choice, an important factor in 
the success of their lines. E. 1. du Pont de Nemours 
& Co. (UInc.), Finishes Division, Wilmington 98, 
Delaware. 





America's leading 
home-appliance finish 


a _ sa Over 65,000,000 major home- appliance units 
- Dp U L U xX r E ba) p . iw: E L. have been finished with Du Pont DULUX Enamel 


ING 
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PEELE ELECTRIC COMPANY is now a leader in its field due to 


progressive spirit and willingness to adopt modern method 





JOB MASTER lists 


all labor and 1 
s tight c 
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Tie... Re smstien ‘ 
Ee. C. PEELE, President, Peele Electrical MECHANIZED NECA SYSTEM enables the bookkeeper to do twice the work she was able to do by pen-and- 
Company, Inc., Burlington, N. C ir t loss of 


“Our NECA System (with C#a%onal Bookkeeping Machine) 


saves us 2,000 a year... 


returns 80% on our investment annually!”’ Peete Electric Co., Burlington, N.C. 





iK me ds, yet there is no accuracy 


“We have been using the NECA Sim- and overhead costs, billing and pay- Every electrical contractor can benefit 
: ? - ; ; ‘ tment NECA } rade 
plified System (the heart of which is ments—are all located on one record. from the investment NECA has mac 
“obit aa. : ‘ < é in developing this System. With Na 
a National Desk Model Bookkeeping I know instantly which jobs are profit- tional, you reduce your paper work 
Machine) for the past four and one- able and which are not. The National and get “on-the-spot” information that 
half hi nihilins - } : : will make your business more profit 
ialf years . machine provides many other impor- able. Nationals quickly pay for them 
“This mechanized system gives me tant savings selves, then continue to return a hand 
complete information immediately “Conservatively, the NECA System some yearly profit. There's a 
5 : National office near you 
when I need it, not days or weeks later saves us $2000 a year, a return of 80°77 
with less than half the work former annually on our investment.” “TRADE MARK REG. U.S. PAT. OFF. 


ly required under a hand system ; se 
“Now, our billings are made the same ac ll wy, , j 
day a job is completed. All essential EC ( / a 
facts about each job— material, labo President ADDING MACHINES + CASH REGISTERS 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio OT la eR 


1039 OFFICES IN 121 COUNTRIES + HELPING BUSINESS SAVE MONEY 
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A freight car full of dishes (some 45,600 of them) was used by 
Public Service of Colorado in its Denver office to dramatize the 





size of the average household’s dishwashing every year and to 


suggest that an automatic dishwasher 


and economy”. Window display was only one phase of utility- 


“offers you speed, ease 


directed dishwasher promotion which resulted in sale of 265 units 
during the month of May. 


IS UTILITY SUPPORT THE REAL ANSWER? 


Why Are Dishwashers Selling So Well? 


The “sleeping beauty” 


among appliances has suddenly come to 


life and its performance so far this year is more impressive than 


that of any other major appliance. 


A big share of the credit be- 


longs to a NEMA-conceived campaign which makes good use of 


utility promotions 


By JOHN RICHARDS 


along at a 200,000 national clip. In 
1955 they rose to 290,000. But in 
1956 they jumped to 400,000, a 35 percent 
eap over the previous year. 
This spectacular showing was no acci- 
lent. The stiff rise in 1956 over 1955 re- 


|: 1954 dishwasher unit sales jogged 


lected a new concept of coordinating (1) 
a national publicity campaign by the 


lishwasher activity committee of the 


household sink units section of NEMA 
vith (2) planned utility promotions on 
dishwashers. 

Ralph Shockey & Associates, charged by 
NEMA with keeping track of these things, 
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reports that last year as many as 50 utili- 
ties participated in dishwasher drives. 
And how did sales hold up under the im- 
pact? 

Dishwasher sales fell slightly in 1957, 
down 21% percent to 390,000 units. But a 
decline in home building accounted for 
this dip. In early 1958, with the industry 
in the grip of sluggish sales, January and 
February ran slightly off in dishwashers. 
In March, however, sales pulled even with 
last year, and in April dishwasher sales 
shot comfortably ahead with a 12 percent 
sales gain. And for the first half of the 
year, while other appliances fell from 16 







1958 








to 20 percent behind, dishwashers were 
running a mere nine percent behind. Go- 
ing into the second half of the year, with 
momentum building from more local 
drives, dishwasher sales were due for even 
more substantial gains. 

In an effort to pinpoint the exact scope 
and nature of utility participation in 
plugging dishwasher sales, the Shockey 
organization counted up 100 utilities ac- 
tively engaged in local campaigns up to 
mid-June, 1958. By the close of the year 
more will be added and utility ad outlays 
should run over $1 million. As of April 
this year traceable utility ad lineage was 
running at 20,000 lines a week of copy 
directly related to dishwashers. This 
stepped up by June to over 50000 lines 
and July and August peaks were still to 
be reported. 

The blossoming of promotions on the 
5.2-percent-saturated dishwasher  repre- 
sented a direct tie between NEMA and 
the utilities. Nine manufacturers—G-E, 
Frigidaire, Hotpoint, Admiral, Philco, 
Kitchenaid, Westinghouse, RCA Whirlpool 
and American Kitchens—are supporting 


MORE> 
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an overall NEMA-directed sales drive. 

Under the program NEMA has pre- 
pared an eight-page newspaper supple- 
ment chock full of information and cam- 
paign ideas. NEMA also provides a big 
window streamer and a 6-side brochure 
built around the theme “Now Never Hand 
Wash Another Dish . Ever.” NEMA 
has packaged a basic kit of these mate- 
rials and supplies them to the executives 
in the utilities. 


IN NEW JERSEY: Spiffs Spur Dealers To Join Campaign 


~ IX weeks of dishwasher campaigning, 
nN a $15,000 advertising budget and the 
concerted effort of 19 people working with 
appliance-TV dealers, paid off for two 
New Jersey electric utilities when they 
staged their dishwasher promotion this 
summer. 

The utilities, New Jersey Power & Light 
and Jersey Central Power & Light, signed 
up 100 dealers for their campaign which 
ran from June 16 to July 26. Some 539 
dishwashers were sold, 11 short of the 425 
and 125 quotas set for JCP & L and NJP 
& L, respectively. 

“Solid utility-dealer relationships were 
the key to this successful campaign,” says 
George A. Engles, residential sales mana- 
ger. “The local cooperation at both those 
levels generated not only customer inter- 
est but the sales increase of 13 percent 
over last year.” 

As an incentive for dealer participation, 
the utilities earmarked some $3,500 of the 
ad program budget for spiffs. Dealers 
selling from one to three dishwashers 
collected at the rate of $5 per piece; for 
four to six, $7.50 each; and from seven 
to 10, $10 each. 

“That’s enough to take care of my ad- 
vertising tie-in,” commented Dick Stark, 
Stark Co., Morristown, N. J. early in the 
campaign. He committed himself imme- 
diately to two ads a week in the Morris- 
town Record. He also mailed NEMA’s 
brochure to 500 billed customers. He set 
his goal at 25 dishwashers, sold 26. 

The theme of the campaign revolved 
around a striking picture of a beautiful 
woman buried under a mountain of dishes. 


in NEW york: A Mammoth 


HEN New York’s Consolidated Edi- 

son launches a campaign it’s a 

whopper. And its drive on electric dish- 

washers, kicked off in September, 1957 

and running on a sustaining basis through- 
out 1958 was no exception. 

The drive stuck to the theme “You'll 





Why Are Dishwashers Selling So Well: contnueo 


In turn the utilities have shown no 
backwardness about latching onto this 
lively material. They had scooped up 
1,379 of the newspaper supplements by 
June of this year, have distributed 6,000 
streamers, and have passed out 100,000 
dishwasher brochures. 

These promotional drives by utilities 
have taken two forms. One is the massive 
advertising campaign, forming an um- 
brella under which manufacturers, dis- 








tributors and dealers have been able to 
concentrate their efforts. The other goes a 
step beyond providing the advertising 
cover. It assigns the manpower to go out 
and work with dealers, boosting not only 
enthusiasm but also participation. 

No matter what the approach, the utili- 
ties exhibit enthusiasm about dishwash- 
ers because of the long range possibilities 
for their own increased business—new 
load; big load; even, year-round load; 
and off-peak load. 

On the pages following you'll find a 
sampling of how the utilities have gone 
about this load-building assignment. 





nS 


Not only did Dick Stark, of the Stark Co., Morristown, N. J. jump into 


his local utility’s dishwasher promotion, he also began displaying and 
selling from his window. He set his quota at 25, sold 26. 


The caption read “Get Out From Under 

Get An Automatic Dishwasher.” Ads 
ran in 77 local newspapers. Radio com- 
mercials ran to 120 spots. 

Meanwhile Engles’ staff from the two 
utilities concentrated on the participation 
of some 325 Reddy Kilowatt dealers and 
keyed their copy for the benefit of dealers 
so designated. For the utilities such a 
dealer fulfilled these basic requirements: 
(1) a regularly established dealer in a 
community; (2) franchised to sell appli- 


ances; (3) possessing a showroom of 200 


square feet or more; (4) providing servic- 
ing of appliances sold, either through 
himself or a manufacturer’s distributor; 
and (5) agreeing to work with the utili- 
ties in the promotions they inaugurate. 
The dishwasher drive among these 
dealers was one of four Engles squeezes 
into the year, all backed by a $300,000 
residential promotion budget (including 
payroll). Dryers, water heaters and ranges 
are the other product drives but the dish- 
washer program is the one for which 
Engles shows particular enthusiasm. 


Ad Campaign Boosts Dealers’ Volume 


never wash dishes again . . . or dry them 
either” when you buy an automatic dish- 
washer. Some 39,916 ad lines on this 
theme ran in New York’s major dailies 
during the latter quarter of 1957. Sunday 
magazine newspaper sections carried 5,- 
000 lines. Another 26,000 ran in suburban 
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and Staten Island newspapers. The New 
Yorker even carried an ad. From manu- 
facturers, distributors and detergent com- 
panies came another 18,235 ad lines in 
metropolitan papers. 

In addition, subway, bus and commuter 
train passengers daily were bombarded 
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by messages from 3,400 car cards. Twenty 
four billboards screamed at whizzing mo- 
torists. Some 13 Con Edison showrooms 
throughout the city displayed dishwashers 
prominently, and one with an operating 
electric kitchen was open eight hours a 
day, five days a week. 

Con Edison’s advertising and promo- 
tion outlay ran to $148,000. Another es- 
timated $118,000, charged to institutional 
advertising, went for TV, radio etc. in 
support of the dishwasher campaign. 
Money spent through manufacturer, dis- 
tributor and dealer sources came to $200,- 
000. 

To sustain the dishwasher drive during 
1958, Con Ed poured another $56,000 in 
newspaper ads alone to June. 

To get maximum effect from ad and 
promotion outlay John C. Murtha, gen- 
eral manager of sales promotion, col- 
lected the dealer lists of dishwasher dis- 
tributors. It ran to 1100. Con Ed whittled 
that down to 355 active dealers in New 
York City and Westchester who displayed 
and sold dishwashers. 

Con Ed finally estimated that 268 of 
these dealers out of about 305 contacted 
sold one or more dishwashers during last 
year’s campaign. In all something like 
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Typical Distributor pre-campaign showing, exhibition, and merchandising 






meeting got the dishwasher program rolling for Con Edison last fall. 
Utilities find liaison of participating groups, like distributors, plumbers, 


dealers important. 


25,843 dishwashers were sold by 11 mak- 
ers. This figure was up slightly over the 
25,792 sold in 1956. But sales to builders 
had slipped badly, by as much as 3,000 
Murtha estimated. 

“Dealer sales were actually up 27 per- 
cent,” Murtha maintains, “while the na- 


IN ROCHESTER: “Dishwasher Row” Steals the Show 


A TOTAL of 6,479 prospects for auto- 
i matic electric dishwashers regis- 
tered preferences one way or the other 
about this appliance in Rochester recently, 
thanks to the efforts of Rochester Gas 
and Electric. 

This utility, in search of ways to boost 
Rochester’s six percent dishwasher satu- 
ration, decided to capitalize this year on 
the spring peaking of sales. Consequently 
it slated a dishwasher drive for April 14 
to May 11, overlapping Mother’s Day. 
Coincidentally, the annual Home Show, 
held in Rochester’s gigantic War Memo- 
rial building fell within that period. 

“The show was a natural for our pro- 
motion,” reports Thomas G. O’Brien, of 
the RB & E advertising and sales promo- 
tion department. “So we decided to turn it 
into a showcase for dishwashers where 
the thousands of show visitors would be 
the audience.” 

RG & E therefore bought a 50-foot 
booth, rounded up 12 dishwashers from 
distributors, lined them up, and labeled 
the lively exhibit “Dishwasher Row at 
the Home Show.” 

Exhibiting distributors agreed to offer 
three dishwashers to be given away at the 
exhibit. Promotional material immediately 
centered on the dishwasher array at the 
Show. An estimated 14,267 persons finally 
registered at Rochester’s “Dishwasher 
Row.” The significant accomplishment was 
getting them not only to look and admire 
but to turn knobs, pull out racks and 
otherwise operate the machines. Home 
economist and dealer promotion person- 
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tional average was off. We oriented our 
drive too the market potential in existing 
homes and therefore there could be only 
one conclusion: the only place dishwasher 
sales were up was where Consolidated 
Edison was aiming the big guns of its 
promotion.” 


»).... DISHWASHER & 





Dishwasher row in Rochester’s Home Show gave prospects a chance to 
touch, operate and otherwise get to know 11 types of dishwashers, pro- 
moted product knowledge as well as boosting area sales. 


nel from RG & E were on hand to answer 
questions and to demonstrate equipment. 
There was no selling of one brand against 
another. Participating distributors were 
content to let the Show be an educational 
program. Every visitor registered for a 
crack at one of the three free dishwash- 
ers. The vital questions asked were: (1) 
Which brand dishwasher do you like 
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best?; (2) Do you now own an automatic 
dishwasher?; and (3) Do you plan to get 
a dishwasher within the next year? 

It was here that the tally showed 1,987 
were planning to buy a dishwasher within 
the next year, and that 4,492 answered 
“possibly” on the same question. The cards 
were then passed on to the distributor. 

(continued on page 76) 
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NO MATTER 
WHICH WAY THE 
CAT JUMPS... 


Our 





The 4-footed audiophile is taking his stand on 


complete, self-contained stereo console. 


YOU'RE READY Wilh Tht 
STROMBERG-CARLSON LINE! 


Stereo is hot—and you’re going to sell a lot of it. 
But these two questions need answering: 
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A. Which way will the public want stereo? 


B. What happens to your monaural sales? 


Our answer to A: 


no matter where public 


fancy turns, you can meet it with the Stromberg- 
Carlson line. Here’s what we offer to enable you 
to give your customers stereo any way they want 
1. CSK-2 Conversion Kit—enables you to 
add stereo to monaural sets you have already 
sold. 2. 
speaker and cabinet (SE-570). 4. Second chan- 
nel amplifier-speaker system (SA-540). 5. Dual- 
channel console with matching separate enclo- 


it: 


sure and speaker. 6. 


Second channel amplifier. 3. 


stereo console. 


Separate 


Complete, self-contained 


What about Monaural? Stereo may ac- 
count for a considerable portion of your sales. 
But we’re convinced that monaural will continue 
to be a vital part of your sales. With our line you 
can sell monaural with the assurance of easy, 
inexpensive addition of stereo whenever your 
customers are ready. 
Call, wire or write for full details. 


nothing finer than a Stromberg -Carlson”’ 
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IN SPOKANE: 


League-directed 
Campaign Moves 


700 Units 


N the Spokane area, the Wash- 

ington Water Co. 
teamed up with the Inland Em- 
pire Electrical League and got 
100 dealers distributors to 
tie-in with a lively dishwasher 
campaign last fall and sold 700 
dishwashers. Six daily newspa- 
with a combined 
of 250,000, 
spaced over six weeks, and ads 


in 36 weekly newspapers, with 


Power 


and 


pers, circula- 


ion carried ads 


an aggregate circulation of 100,- 
000, supplemented this. Approx- 
imately 550 30-second commer- 
cials were broadcast on 17 radio 
stations and 39 one-minute com- 
mercials were fed over four TV 
stations. The 22 business offices 
of Washington Water Power car- 
ried dishwasher displays, and its 
home economics staff conducted 
dishwasher demonstrations. 


IN CINCINNATI: 


Sanitation Sets the 
Stage For CG & E’s 
Month-long Drive 


a 400 people a day for 
a four-week period flocked 
to the third dishwasher demon- 
straticn conducted by the Cin- 
cinnati Gas & Electric Co. 

Chief theme of the promotion 
centered on bacteriological stud- 
ies made by Dr. Stephan Chap- 
man of Kentucky State Depart- 
ment of Health and the Univer- 
sity of Medical 
School. Microscopes, micro pro- 
and other 
equipment to demon- 
testing of hand-washed 
and machine-washed dishes were 
on hand at the exhibit. 

To coincide with the display 
in the utili- 
ty’s lobby; the Cincinnati Post 


sec- 


Louisville’s 
jectors, incubators 
scientific 
strate 


and demonstration 


ran a special dishwasher 


The 
coupon which enabled any inter- 


tion. paper also carried a 


ested parties to get in on a draw- 


ing for a $300 electric dish- 
washer. 
SEPTEMBER, 1958 


Why Are Dishwashers Selling So Well? 


ELECTRICAL MERCHANDISING 


STORY STARTS ON PAGE 73 


IN PENNSYLVANIA: 


A 55 Percent Gain 
From Free Demos 


AST year some 1,024 dealers, 
from Erie to and 
Towanda to York participated in 


Easton 


a dishwasher promotion jointly 
sponsored by Pennsylvania Elec 


tric Co. and Metropolitan Edi 
son Co. The latter utility’s re- 
port showed a 55 percent in 


crease in dishwasher sales for a 
six-month period, while the lat- 


ter indicated an increase of 46 
percent. 
Advertising and direct mail 


heavily promoted “in-home” 
demonstrations during the pro- 
gram. Each who had 
a demo became eligible to win 


customer 


one of two dishwashers awarded 
in a public drawing. Dealers, on 
the other hand, were guaranteed 
$10 in cash for each dishwasher 
demo that did not 
sale within 60 days 


result in 


IN CALIFORNIA: 
Prizes Spur 
Salesmen 


A 31 percent increase in sales 
of in June 1958 
compared to June 1957 was reg- 
by the the 
(Continued on page 78 
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More Money in 607 


BETTER 
LIGHTING 


one 
to 
tomorr¢ yw’s 


take 
today modernize store 
for growth. You'll 
find hundreds of tips on better 
lighting, design, office 
equipment and other subjects in 


is just step you can 


your 


store 


ELECTRICAL 
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Modernization 
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Coming in November 
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Commencing with the January 1959 issue, 
MODERN 


BRIDE 


= will be published bi-monthly .. . the firsé 


and 








iin and only bridal magazine to be published | 

ntly + ‘ ° ° 
ec ( times a year instead of four times, | 
“al | 

oa 7 . 
and guaranteeing the largest annual | 
or a 7 . . . 
i. net paid circulation... 750,000 | 
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iteed a i, Te ' T° o8 . ° 
sher (foynjpicang.. . because the U. S. Department of Vital Statistics reveals, the bridal 
a a - market will reach a total of 1,660,000 marriages in 1959 . . . 1,927,000 

in 1964... . 2,279,000 in 1970. 
fan firin~ . . . because marriage records indicate a consistent trend towards an equal 
— _ number of weddings in each month of the year. 
(Dijny “NE... because more marriages in each month mean more monthly purchases 
. by a Must-Buy market. Based on an average expenditure per bride-to-be 
of $3,388, the present 5 billion dollar market will swell to over 7 billion 

sales by 1970. 

1958 
: reg- To meet the immediate and insistent demands of this growing market, | 
1 the MODERN BRIDE now offers more comprehensive, more timely and 
72 more flexible coverage for reader, retailer and advertiser. 
— MODERN a A TIMES A YEAR...means to the reader, 

sor more informative, accurate, up-to-date editorial so necessary during 
0: the Must-Buy period. 

MODERN BRIDE /6 TIMES A YEAR... means for the retailer, 
heightened customer activity renewing itself every month with each 
new group of must-buyers. 

take 

store MODERN prive/e TIMES A YEAR... means to the advertiser, 

You'll the largest guaranteed net paid circulation delivered at the lowest cost 
better per thousand of any bridal publication! 

office 
ects in ; 

...only MB/6 fulfills the need. 
5 Call your Modern Bride representative for details. 
MODERN BRIDE * ONE PARK AVENUE * NEW YORK 16,N.Y. * OREGON 9-7200 
Onl 434 S$. WABASH, CHICAGO 5. ILL. WA 2-4911 © 215 WEST 7TH ST.. LOS ANGELES 14, CAL. MA 77-4063 
rT 
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enna INSTANT. HEAT 
rvirh 


PORTABLE ELECTRIC HEATERS 






























Model 5824 


enamel, brass-plated grille. 


Model 5839. Heats instantly, gives 


soothing “fireplace” glow thru wavy, 
decorative brass-plated grille. Push-but- 
ton control for 2 heats. ““Vycor” glass 
tubing insulates heating elements. On- 
off toe switch. Safeguard Safety Switch. 
Charcoal enamel, black trim. $39.95 











New, fast-acting radiant heater 
—wunique design, low price 


Model 5800. Nichrome wire heating 
element reaches full intensity in 5 to 10 
seconds, gives cheery “‘fireplace” glow. 
Healthful infra-red heat. 1320 watts. 
Safeguard Safety Switch. Bronze 


$14.95 





Model 5734. New air-flow, range-type 
elements speed circulation—81 cubic 
feet of heated air per minute. Safeguard 
Safety Switch. Bermuda bronze enamel, 
chrome grille and trim. $34.95 





Model 5800 


The latest leaders... fast-acting, fast-selling heaters...from 


AMERICA’S LEADING HEATER MANUFACTURER 


Exceptional value—automatic, 
fan-forced-plus-radiant heater 


Model 5824. Full-volume, fan-forced heat in 5 to 
10 seconds, plus radiant heat from ceramic rod 
elements with fluted reflector. 1650 watts, ther- 
mostat controlled. Safeguard Safety Switch. Char- 
coal finish, gold and black accents. $24.95 






SELL THE EXTRA VALUE OF “4 HEATERS IN 1” — These Arvin Automatics 
provide fan-forced-plus-radiant heat at both 1650 and 1320 watts 


THE avy iahals ARVIN LINE 
models - - 


dels 


Twelve | 10-volt 


four 220-volt mo 


$12.95 to $89.99 





NATIONALLY ADVERTISED 


Electronics & Appliances Division Arvin INDUSTRIES, INC., Columbus, Indiana 


Arvin also makes Radios, Phonographs, Car Heaters, Ironing 
Tables, Outdoor Grills, Leisure Furniture, and Electric Fans 
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Dishwasher Sales 


STORY STARTS ON PAGE 73 


northern California area served 
by the Pacific Gas and Electric 
Co. In all, 1,464 dishwashers 
were sold during the 30 day pe- 
riod when this utility, through 
the Northern California Elec- 
trical Bureau, turned loose the 
full blast of its highly organized 
promotional facilities toward 
building sales of dishwashers. 

PG&E and the NCEB succeed- 
ed in increasing dishwasher 
sales in a month that was only 
fair for other appliances 
through a two-barreled promo- 
tional effort—one aimed at the 
retail salesmen, the other at the 
consumers. 

Dealers’ salesmen were en- 
couraged to turn their attention 
to dishwashers when PG&E- 
NCEB offered $2,100 in prizes as 
a reward for a combination of 
success in selling and luck in a 
drawing. Each time a salesman 
sold a dishwasher for installa- 
tion before September 1, he filled 
out an official entry blank. These 
records of sales during June 
were collected by NCEB and 
from them, during ceremonies in 
San Francisco late in July, ten 
dealers were drawn. The first to 
be drawn, Robert Abriel of Val- 
ley Furniture Co., Napa, re- 
ceived $1,000. Nine other sales- 
men shared the balance of $1,100. 
In all, about 600 dealers par- 
ticipated in the promotion. 

Prospects were developed for 
the dealers and their salesmen 
by an elaborate promotional 
campaign keyed to the PG&E- 
NCEB originated slogan “Don’t 
.. Buy One”. 

End 


Be a Dishwasher . 


More Money in 60? 


A NEW 
STORE FRONT 


is just one step you can take 
today to modernize your store 
for tomorrow’s growth. You’ll 
find hundreds of tips on better 
lighting, store design, office 
equipment and other subjects in 
ELECTRICAL 
MERCHANDISING’s 


Modernization 
Issue 


coming in November 
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In new or remodeled kitchens—metal or wood— 

















Compact Drop-Leaf Door Wall Ovens—Big capacity, Matching Built-In Cooking Tops—with Space-Saving Fold-Back Surface Units— fit anywhere 
fit in 24” cabinets. Single and double-oven models. controls on top—no front carpentry. i to improve new and old kitchens. Easy-view controls. 


Frigidaire Appliances with Sheer Look—Plus... 




















Electric Ranges with built-in, blend-in look to suit Refrigerators with the new Sheer Look PLUS Style-Matched Ultra-Clean Automatic Washers with patented 
any kitchen plan. Optional Spatter-Free Broiling. ... new framing kit for ‘built-in’ look. 3-Ring Agitator. Matching Fabric-Master Automatic Dryers. 


build-in, blend-in fast for full profit! 


Let your next kitchen prove... you can simplify your job of 
selling and installing just what the customer wants—at full 
profit—with the complete line of Frigidaire Appliances! 


Here’s how! True modular construction gives you greater 
flexibility in planning. Famed Frigidaire quality, years-ahead 
convenience features, matched colors and Sheer Look— PLUS 
give you powerful prospect-pulling advantages. Estimating is 
a snap because Frigidaire Built-ins install easily, fit perfectly 
in standard wood or steel cabinets. And there’s a full line of 
free-standing appliances to match. Write today for fact-filled 
literature, or call your Frigidaire District Office. 


FRIGIDAIRE 


Frigidaire Division, General Motors Corporation, Dayton 1, Ohio 



















Easy-to-install Dishwashers in under- Food Waste Disposers add value 
counter, free-standing and sink models. far above cost—install easily. 
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KITCHEN 


Appliance dealer Bill Jordan, right, sells 110 kitchens a year 


. « « Without doing any advertising 









. « « ata minimum price of $5000 per job 


. « « and for cash in 9 out of 10 sales 


It’s all possible because, he believes you should 


Let Your Kitchens Sell Themselves 


pensive advertising program to sell an 

outstandingly profitable kitchen vol- 
ume, according to Bill Jordan, owner of 
Jordan’s Home Appliances, in Colorado 
Springs, Colorado. 

A recap of total advertising bills ap- 
plied to kitchen modernization and new 
kitchen sales at the Colorado Springs 
store totals less than $100—yet, during 
the same one-year period Jordan sold a 
whopping 110 jobs. Moreover, as has been 
the case for five consecutive years, all of 
his kitchen jobs without exception were 
“plush” installations above the $5,000 
figure. 


[> isn’t necessary to invest in an ex- 


“They Come To Us” 


“Tt has been more than five years since 
we have solicited a single kitchen pros- 
pect,” Jordan grinned, happily. “Instead, 
we develop all of our prospects on a refer- 
ral basis. They come to us, in enough 
numbers that we haven’t been required to 
use a single newspaper ad, no direct mail, 
no telephone calls, or other solicitation of 
any kind.” 

It isn’t surprising that the Colorado 
Springs dealer, specializing in St. Charles 
kitchens altogether, has gradually meta- 
morphosed from a “white goods” appli- 
ance dealership into kitchen specialists. 
New kitchen installations and remodel- 
ings now amount to 90 percent of Jordan 
Home Appliance’s volume. Jordan is ex- 
tremely happy about it, understandably, 
when his profits from kitchen sales shows 








around three times greater return than 
the same dollar volume in TV, appliances, 
and service. 

How can he maintain a consistent aver- 
age of two or more kitchens per week 
the year around, without any sort of pro- 
motional program? “We have a simple an- 
swer for that,” Jordan said. “We have 
made a prestige operation out of the 
kitchen market, by carefully going after 
the carriage trade exclusively, doing the 
sort of job which will make the home 
owner talk about his installation and stay- 
ing with the customer to not only keep 
him sold, but to keep him selling for us. 
We almost never lose a prospect, because 
nearly all of ours are people living in 
homes from the $25,000 level on up, who 
can well afford a new kitchen installa- 
tion or who want to incorporate their own 
kitchen design in a new home. 

“We have consistently turned down 
prospects where the kitchen installation 
would be a relatively small one or where 
there was little opportunity to get out of 
the ordinary in the design, etc.” 


Elaborate and Expensive 


” 


“Prestige merchandising” has actually 
been in motion in Jordan’s Home Appli- 
ances since 1950, when Jordan saw a tre- 
mendous opportunity in the introduction 
of built-ins and seized upon it. Since then 
he has concentrated exclusively on big, 
elaborate remodeling jobs, exquisitely- 
designed, unusual installations in new 
homes and has made every one of them the 
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sort of “show piece” which can, and does, 
actually create prospects. As an indica- 
tion of how well his decided slant toward 
the “carriage trade” has worked out, Jor- 
dan has sold 98 percent of his kitchens 
on a cash basis, with an occasional 90 
days open-account the nearest resem- 
blance to credit. He has consistently) 
maintained the sort of unit price where 
kitchens are concerned which means big, 
healthy checks. For example, during the 
so-called doldrums of early spring, 1958, 
Jordan was actively installing a $10,200 
kitchen in a brand new $100,000 mansion 
being built on the slope of the Rockies 
near Colorado Springs, three jobs were in 
progress ranging between $7,000 and 
$10,000, and more of the same were sched- 
uled in the following months. 

Jordan has planned his sales program 
with the idea of getting editorial atten- 
tion from Colorado Springs newspapers 
at least three or four times a year. He 
sends in a notice when a kitchen is com- 
pleted, together with the name and ad- 
dress of the owner, knowing that the fam- 
ily, particularly if they are socially prom- 
inent, will rate some mention in the news- 
papers, paticularly in the society column. 

An outstanding payoff on Jordan’s pub- 
licity efforts came this spring when the 
Colorado Springs Symphony Guild came 
to him with plans for a benefit “kitchen 
tour”. Almost 1000 Colorado Springs so- 
cialites made donations to the symphony 
in order to tour twelve kitchens selected 
by Jordan. The store stayed completely in 
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the background and Jordan did not even 


have pictures taken of the tour in order to 
avoid giving the appearance of capitaliz- 
ing on the event. The tour received gen- 
erous publicity on radio and TV and one 
newspaper’s society section devoted its 
entire front page to pictures of five of the 
kitchens. 


Displays Sell, Too 


Next to referrals, Jordan’s most effec- 
tive sales tool is the display of two or 
three huge model kitchens which appear 
along the left side of the downtown Colo- 
rado Springs showroom. These are ripped 
out and rebuilt near the middle of each 
year to produce a bright, colorful new 
kitchen panorama for prospects. Jordan, 
at times, has had as much as $8,000 
wrapped up in the model kitchens which 
he displays in the showroom, and he has 
never regretted scrapping these kitchens 
in favor of a new one. 

Jordan and his designer alike enjoy 
having a prospect “bend over a shoulder” 
right at the drawing board, as the job of 
making up the preliminary design goes 
along. Always available are heavy bound 


THE EXPENSIVE AND THE UN- 
USUAL are two hallmarks of Jor- 


dan’s kitchen work. He consistently 


sidesteps “‘small’’ jobs because he 


is convinced that big, elaborate in- 


stallations will become ‘show 


pieces” which will in turn furnish 


him with new prospects 


books of 8 x 10 commercial photographs, 
replete with hundreds of “‘before and af- 
ter’ shots, in both black and white and 
color, which Jordan feels is a valuable 
clincher. He cheerfully spends upwards 
of $150 per month for commercial photo- 
graphs of his kitchen installations, set- 
ting up a requisition for a “before” as 
soon as he feels that the kitchen remodel- 
ing step has been taken, and contrasting 
it with the beautifully-designed impres- 
sive final job is the sort of “clincher” 
which makes the most sense to prospects. 
“Photography is expensive, but it has a 
double meaning to us,” Jordan said. “If 
the homeowner will permit his old kitchen 
to be photographed we know for certain 
that he is sincere about the remodeling 
project and he is just about ready to buy. 
If it costs us from $7.50 to $15.00 to make 
the shot, it is still worthwhile.” 

Jordan makes no restrictions on the 
mailing out of his plans and sketches 
plus estimates, for fear that someone else 
will capitalize upon it. The veteran Col- 
orado Springs dealer, with 25 years of the 
business behind him, knows that no com- 
petitor is going to capitalize on his work 
simply because “it wouldn’t be worth it” 
for the competitor to try and assemble 
all of the items which go into a Jordan- 
planned kitchen at a cut-price rate. End 









Can the Whirlpool Dealer 
ompete with Sears? 


That’s one of the six revealing questions about the Sears- 
RCA Whirlpool relationship which Whirlpool vice-president 
John Hurley answered for students at this summer’s NARDA 
Institute of Management. Because of industry interest in 
Hurley’s talk, ELECTRICAL MERCHANDISING reprints excerpts 
which provide you with his answers to these questions. 


Question number one. 
Whirlpool sell to Sears? 


Does 


Of course we sell to Sears. We took our 
first order from Sears in 1916, and they 
have been our customers ever since. The 
only appliances we manufacture, which 
we do not sell to Sears, are free standing 
ranges, gas refrigerators, ice makers and 
disposers. 

It is, therefore, a highly significant 
fact that we have sold to Sears for 44 
consecutive years without a contract of 
any kind. I think you will agree that this 
is simple evidence of our ability to manu- 
facture a quality product at a competi- 
tive price. 


Question number two. Does Sears 
buy for less? 


First, the Sears and RCA Whirlpool 
lines are not the same, so a direct com- 
parison between the pricing of the two 
lines cannot be made. 

Second, we supply many and varied 
services to our RCA Whirlpool customers 
which do not supply to Sears. They sup- 
ply their own. Quite naturally, we must 
harge for these services. 

Third, there is a federal law known as 
the Robinson-Patman Act which forbids 
infair price discrimination. You may be 
sure that we are well aware of this law 
and that we endeavor to operate within 
it. | am pleased to say that the Govern- 
ment has never charged us with a viola- 
tion. In general, I think my answer to 
this question would be that we charge our 
RCA Whirlpool customers for what they 
receive, and that we charge Sears for what 
they receive—no more, and no less. 


Question number three. Does 


Sears own Whirlpool? 

The answer to this question is no. 
Sears does not own or control Whirlpool 
and they never have. Whirlpool is owned 

more than 12,000 stockholders. Our 
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largest single stockholder of record is the 
Radio Corporation of America. They own 
18.92 percent of our stock. Our second 
largest stockholder of record is Sears, 
Roebuck and Company. Sears with cer- 
tain of their affiliates owns 16.77 percent 
of our stock. At the time our present 
corporation was formed in 1955, RCA 
and Sears entered into an agreement that 
if either should at any time own more 
than 20 percent of our stock, neither 
would be entitled to vote more than 20 
percent. Any stock held by either in ex- 
cess of 20 percent is to be placed in a 
voting trust and voted by Whirlpool man- 
agement. 


Question number four. Who runs 
Whirlpool? 


Whirlpool is run by its management. 
We have a board of directors, consisting 
of eleven members. Four are from active 
management, two from retired manage- 
ment, two from RCA, two from Sears, 
and one individual represents his own 
personal holdings. 

Our chief executive officer is Mr. Elisha 
Gray, chairman, board of directors. Sec- 
ond in command is Mr. R. E. Brooker, 
president. They are assisted by a man- 
agement team of 2200 and a working force 
of 12,000. 

It was after the recent election of Mr. 
Brooker to the presidency of Whirlpool 
that some of our competitors raised the 
question—“Who runs Whirlpool?” Mr. 
Brooker’s former position was that of 
vice president of Sears, Roebuck and 
Company. Their implication was to the 
effect that Sears had placed him with 
Whirlpool in order that he might learn 
our activities in Sears’ behalf. Now, I 
would like to tell you something about 
Mr. Brooker. He is an engineering grad- 
uate of the University of Southern Cali- 
fornia. He spent 11 years with the Fire- 
stone Rubber Company, ending up in 
charge of their retail store operations in 
the California area. From here he went 
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to Sears as a buyer, attached to their 
Pacific Coast buying office. He was soon 
promoted to headquarters, where he was 
made general manager of their automo- 
bile accessories department. Moving up 
again, he became vice president of Sears, 
in charge of their factory interests. In 
this capacity, over a period of 8 years, he 
had the opportunity of observing at first 
hand the many problems and their solu- 
tions that apply to the manufacturing 
business. He was a director of a score of 
companies, including the Whirlpool Cor- 
poration. He is a man of outstanding 
ability in the fields of engineering, manu- 
facturing and merchandising. He will be 
good for us, and he will be good for you. 


Question number five. Is dual 
manufacturing and distribution 
here to stay? 


We say it is. We say it is because it 
makes economic sense for the manufac- 
turer to exploit fully his engineering, 
manufacturing and distribution facilities 
to the end that the dealer and the con- 
sumer may be offered products of the 
highest possible quality at the lowest 
possible price. 

Here at last is a platform on which we 
and our competitors can agree. We have 
our Sears, Westinghouse has its Mont- 
gomery Ward and Tappan. Norge has 
its Montgomery Ward and Hamilton. Gen- 
eral Electric has its Hotpoint. Kelvinator 
has its Leonard. Gibson has its A.M.C. 
and Gamble. Amana has its Maytag. But 
some say it is right for them and wrong 
for us. Some say it is wrong for us be- 
cause we sell to Sears and they don’t. 

Is it wrong for us to sell Sears because 
they are a mail order-chain store opera- 
tion? If so, then is it not wrong for West- 
inghouse and Norge to sell Ward’s? 

Is it right for G-E and General Motors 
to sell us the motors that power Sears 
appliances? Is it right for G-E, G.M., 
and Westinghouse to sell Sears items 


MORE> 
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General Electric All-Transistor Portable 
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IGHT at the start of the gift-buying season—General i id 
Electric brings you this traffic-building Extra il 


Value Special at a sensational low price! Five select- Extra Value Special from 
. ba is Extra Vé ~ 
Don’t miss out on this are limited so get 


quality transistors plus a germanium crystal diode in I Electric! Quantities 





. . . . . Genera Oe . av! 
printed-circuit chassis for excellent reception and long- aaa with your G-E Distributor today 
life dependability. Big 34-inch, high-output speaker for U, vn 
full rich tone. Compact and smartly styled in gray high- fy oro aes 
. ? : @riccrac 


impact plastic—unbreakable in normal use. Convenient 


folding handle. Earphone jack. Carrying case and Progress ls Our Most /mportant Product 
earphone available. Model P755. $29.95* 


Manufacturer’s suggested retail price. Slightly higher West and ; 
South. Battery and accessories extra. 90-day written warranty on G 7 N a eo A [ i L f C T 2 i C 
both parts and labor. Full one-year warranty on Portable Radio cab- 
inet. General Electric Co., Radio Receiver Dept., Bridgeport, Conn. 
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riding the 
crest of... 


featuring these 
3 Brilliant 
Housewares Stars 


FS a 


on 


SS A 
ore. Automatic Electric 


s M Sao 
| OPENER 


| $24.95 Retail 






— == 
— —; 
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— 

Opens any size or shape can. . 
cans. Slip can in place. . 


forates, opens can... . 


Season’s Hottest Item 


. even ham or sardine 
. Can opener grips, locks, per- 
then shuts itself off! Can edges 


rolled back to safe smoothness. Beautifully finished in 
White, Pink, Yellow or Turquoise. All-chrome finish 
slightly higher. 


AE 
BVvVi 


® 
Magic Action 


DRINK 
MIXER 


$19.95 Retail 


A Mixes Drinks 
with a Difference 





Like having a soda fountain right in your own home! 
Milk-shakes whip up to a foamy richness .. . frozen juices 
have that just-picked flavor . .. party drinks are pro- 
fessionally perfect . . . because of exclusive aerating 
action. Beautifully finished in White, Yellow, Pink or 


Turquoise a. 


egy 
a 


“awe Electric 


KNIFE 
SHARPENER 


: $11.95 Retail 





a 





a a 
= Hones Knives 
a the Professional Way! 


Instead of harsh grinding with a wheel, this new electric 
sharpener strokes knife blades 7,200 times a minute with 
a gentle honing action. Just draw biade through slots 

. Sharpening is automatically done at correct angle. ao 
Safe, compact . . . tucks into drawer between uses. 


A Mbt Welle OF SALES 


is heading your way!... 








A dramatic nationwide TV 
campaign . . . 281% larger in 

its coverage than any other 
promotion in BVI history .. . 
will bring the powerful BVI 
housewares story right into your 
customers’ homes, day after day, 
week after week throughout the 
fall and Christmas season. 


%& PARTICIPATIONS IN THE JACK PAAR 
SHOW ON THE FULL NBC-TV NETWORK! 


% SPOT TV COAST-TO-COAST featuring 
3 great new action packed one-minute 


housewares films! 


And to help you tie into this 
Gigantic Promotion both in your 
local advertising and at the 
point-of-sale . . . 


% New exciting transparent 
window streamer 


% New modern 3-dimensional 
counter display 


% Hard sell newspaper ad mats 


* Colorful 


impelling invoice stuffers 











WHIRLPOOL 


CONTINUED 


other than major appliances? 
Is it wrong for us to sell Sears 
because of the volume they do? 
I concede that Sears, with their 
8 mail order houses and 750 re 
tail stores, must be reckoned 
with as a major distributor of 
appliances. But I can name you 
750 independent dealers who will 
do more volume than 
I don’t say it is wrong to sell 


Sears 


the mail order-chain store oper- 
ation, nor the intelligently run 
discount houses. We sell them 
too. It is an economic necessity 


Question number six. Can 
the independent handling 
RCA Whirlpool compete 
successfully with Sears? 


Yes—of course you can. Yo 
can compete successfully with 
Sears, with the RCA Whirlpool 
or any other first class line. 
through the flexibility that is in- 
herent to independent ownership 
and operation—a flexibility that, 
in my opinion, will never be ap- 
proached by the chain store. In 
the case of RCA Whirlpool, what 
greater assurance can I give you 
than to say that in the year 1957 
we billed $131,000,000 worth of 
RCA Whirlpool appliances to our 
distributors. You independent 
dealers sold them. In the same 
year, we billed $224,000,000 
worth of Kenmore and Coldspot 
appliances to Sears. Within & 
short years after beginning our 
distributor-dealer program, we 
are already doing 59 percent as 
much business with our RCA 
Whirlpool line as we are doing 
with our Sears line. Now, what 
is behind our success with the 
RCA Whirlpool program? Why 
is it good for the independent? 
(1) Because we are a young, 
virile, bold organization. 

(2) Because we are in the busi- 
ness of making appliances, and 
appliances only. 

(3) Because we have a passion 
for quality. 

(4) Because we have the most 
comprehensive line, both electric 
and in gas. 

5) Because we are dedicated to 
research and development. 

6) Because we advertise and 
promote RCA Whirlpool, in 
depth and in effectiveness. 

(7) Because we have the finest 
distributors in the business. 

(8) Because we have prepared 
for expansion by forming our 
own finance company. End 
















SELL COMFORT at a PROFIT 


{UNIVERSAL ( 


with Glectresteem 


PORTABLE AUTOMATIC STEAM RADIATOR 


eae WITH MANY 
NEW FEATURES! 















It’s new, it’s better, it’s even faster 
selling! The new Universal-Electresteem 
plugs in like a lamp—and is just as safe! 






































Thrifty, too, costing only pennies a day. 


This portable electric steam radiator belongs 
wherever extra comfort is needed in the form of 
clean, dependable, uniform heat. Has dozens 
of applications. Ideal for homes (from attic 





to cellar), motels, summer camps, farm 
buildings, offices, garages, industrial plants. 









EXTRA SAFE HEAT from any 
wall plug with new portable Universal- 
Electresteem. 

8-section model (left) $44.95 retail 
10-section model (front) $49.95 retail 
Both models in three smart colors — 

green, walnut, gray. 


For profits, too, Universal-Electresteem is 
designed right, built right, and priced right! 
Heat up the next cold season with sales. 


Order enough today. 














st BUILT-IN THERMOSTAT NEW DESIGN AIR VALVE NEW EASY FILL DEVICE WATER LEVEL INDICATOR 
ic Rugged and accurate. Makes the Really new —and conveniently Redesigned to provide closer, Finger operated (no wrench re- 

new Universal-Electresteem Ra- placed where it belongs — close more effective control. Result is quired). Provides user with posi- 
™ diator complete in itself. to the top of the radiator. efficient, balanced heat. tive water level indication. 





eo] New tubular type heating unit. Stainless steel. 2 New steel shell is made of the highest grade 
Heats faster — lasts longer. cold-rolled steel. Treated against rust and 

charged with rust inhibitor. Transfers heat 

four times faster than old-fashioned cast iron. 


id 
in 
= New handsome oven-baked enamel comes in three 
smart colors — green, walnut and gray. 





& No attention required after initial filling 
except water level check every 200 heating hours. 


_ ELECTRIC STEAM RADIATOR CORP. 


Paris, Kentucky e Subsidiary of Landers, Frary & Clark 


ed 





Ep No fumes, no open elements, no piping, no noise. 


vd 
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NEW JA PPA 


PUTS YOU IN THE BUILT-IN BUSINESS 
































Hangs on wall! Stands by itself on its own base cabinet! 
All controls at eye-level! Two ovens at reach-in height! 


FOR COMPLETE INFORMATION, WIRE TAPPAM, MANSFIELD, OHIO : 
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‘FABULOUS 400° 


S BP WITH NEW STYLING, FULL PROFITS 


With the ‘Fabulous 400’ you can sell the built-in look without the neces- 
sity of kitchen remodeling! It can be installed without wall alteration. 
Or, sell the ‘400’ with its own base cabinet that lets your customers put 


it anywhere in a kitchen, just as they would a conventional range. 


Already consumer interest has proven terrific. In a test market— 
Canton, Ohio — 50 ‘Fabulous 400’ Tappans were sold in one week-end 
by one store. And since Tappan’s ‘Fabulous 400’ is the only range of 
its kind, you have an exclusive on this tremendous sales appeal. The 


‘400’ is one range on which you can make and keep your full mark-up. 


Nationally advertised this fall—Tappan’s ‘Fabulous 400’ will be seen 
by an audience totalling over 12,000,000. 


® Reader’s Digest ¢ Better Homes & Gardens ¢ Sunset 


Be the first to show your customers the Tappan ‘Fabulous 400’ — 


the most daring new electric range in 30 years! 





chrome-lined ovens are fully automatic. 
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HANGS ON A WALL STANDS BY ITSELF LOOKS BUILT-IN 


Can be hung at any height. 4-in-a-line sure | You can sell the ‘400’ with its own hand- The ‘Fabulous 400’ looks built-in without 
face units slide completely out of sight some base cabinet. Customers can put it wall alteration of any kind. Install wall and 
when not in use, turn themselves off. Two anywhere in their kitchens and have extra _ base cabinets around the ‘400’—-sell com- 
storage space for their cooking utensils. plete kitchens with a minimum of carpentry. 








1958 



















CHROMALOX 


...the complete line for your 





Electric Range and Water Heater 
service calls 


















































Microtube® Surface Units— 
4 adaptor ring sizes and 2 
Microtube sizes service 98% 
of all ranges. Service more 
ranges, with smaller inventory. 












Chromalox Rod Bake Unit— 
2 sizes fit all regular and wide 
ovens with terminal openings 
centered in back wall. Simple 
installation. Permanent electri- 
cal connections eliminate old 
prong-type terminal block. 


Immersion 
Elements— 

Flanged elements fit 4- 
bolt, 6-bolt and 2-bolt tank 
flanges, 600 to 6,000 watts. 
Screw plug elements for 1 and 
1%-inch pipe thread sizes, 
750 to 3,000 watts. 


















Wrap-Around Elements— 
Fit tanks 10'%4” through 2214” 
diameter with just 10 elements, 
750 to 3,000 watts in 236 
volts, and 3 elements, 750 to 
1,250 watts in 118 volts . 

using the Chromalox patented 
extension strap system, 


Get the same high-quality 
Chromalox elements that are 
featured as original equipment 
by many of the leading appli- 
ance manufacturers. 
Chromalox replacement 
products for electric ranges and 
water heaters are available 
from Authorized Distributors 
across the nation. Write for 
name of the one nearest you. 


2660 
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EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard * Pittsburgh 8, Pa. 















Disposers: Selling Up 


Will a deluxe unit at a premium price sell in the highly 
competitive disposer field. Waste King has a surpris- 


ing answer 


3 there a new and rising mar- 

ket for super deluxe models 
of “utility” appliances? 

If the manufacturers build a 
Cadillac-quality, Cadillac-priced 
model of the appliances which 
are hidden from sight and touch, 
will the public beat a path to the 
appliance doors? Ap- 
from the experi- 
ence Waste King Corp., Los An- 
geles, has been having for the 
past eight months with its “Im- 
perial Hush” garbage disposer. 

Dealers, ’though, are the best 
criterion of a products success: 
Earl Creeger, partner at O’- 
Gwinn & Creeger, Montebello, 
Calif., reports that, in the midst 
of the worst price war in south- 
ern California history, he has 
had no trouble overcoming ob- 
jection to the startlingly high 
since November he has 
been selling 50 percent more of 
the Imperial Hush models than 
all other disposers combined. A. 
A. Hokom, Beverley Hills plumb- 
ing-appliance dealer says that 30 
percent of his disposer sales for 
replacement are these $129.95 
super deluxe disposers—includ- 
ing, says manager Arnold Reilly, 


dealers’ 
parently yes— 


price 


two sales to homes where dis- 
posers were less than a year 
old. 


Such results were hoped for 
more than a year ago when Waste 
King management noted that— 
while disposers were being 
pushed downward in price and in 
quality—deluxe refrigerators 
with ice cube makers and freez- 


ers were selling better than 
stripped models, ranges with 
rotisseries and automatic con- 


trols led in sales. Particularly in 
the kitchen appliance field, the 
company noted, the public had 
proven willing to pay a little or 
a lot more for maximum quality 
and extra features. 

“Why not,” management rea- 
soned, “combine the innovations 
of our middle sized commercial 
disposers with those of the then 
top model, the Super Hush, and 
come up with a revolutionary 
type of household unit?” 

One answer to “why not 
would be that the price would 
have to be far higher than for 
any disposer on the market— 
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and a price war, marketing evo 
lution and evidences of a reces- 
sion already dulled the picture 
of the future. In the face of this 
picture, Waste King went ahead 
with the Imperial Hush. Behind 
the company’s thinking were 
these factors, according to gen- 
eral sales manager Elm Wein- 
garden: 

1. A product to upgrade dis- 
poser sales would be helpful to 
dealers caught in the combina- 
tion of a declining appkance 
market, a recession scare, local 
price wars, etc. Offering the deal- 
ers an opportunity to feature 
quality in a market obsessed by 
price would tend to increase sales 
at a profitable level for the deal- 
ers. This had been made evident 
to Waste King through its ex- 
periences in introducing its dish- 
washer-dryer—few were being 
without the extra feature 
of a wetting agent injector al- 
though the feature added $20 to 
the customers cost. 

2. There was no longer a need 
to feature disposers at a 
price to create acceptance from 
a skeptical public—the advan- 
tages of disposers are known, 
even to mst people who do not 
yet have them. 

3. Rising importance of the 
replacement market influenced 
Waste King’s decision on intro- 
ducing the Imperial Hush. Peo- 
ple ready for their second dis- 
poser would be conscious of the 
limitations of earlier and cheap- 
er units, would be receptive to 
presentation of a disposer that 
would dispose more, better and 
quieter. 

To introduce the $129.95 Im- 
perial Hush, Waste King put the 
emphasis immediately on a qual- 
ity and prestige basis. The initial 
advertising contained a letter by 
Bertram F. Given, president of 
Waste King, explaining the com- 
pany’s pride in developing such 
a product. 

How far will this trend to su- 
per deluxe models go? With the 
success of its dishwasher and the 
Imperial established, Waste King 
plans to put the super deluxe 
touch on the indoor incinerator 
and the oven-range line being 
prepared for Fall introduction. 
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335 WEANUERS 
LLNS WE GNSS 


‘the silver. dolla capital of the world 


WHERE 2Ee 
OF THEM WIN 
ULL WEIGH 0 











COPYRIGHT 1958 BY GENERAL ELECTRIC COMPANY 


You can win a fun-filled Hotpoint holiday in Las Vegas, plus the biggest, 


most fabulous prize ever offered—YOUR WEIGHT IN SILVER DOLLARS! 


You'll fly to Las Vegas aboard a giant, luxury airliner, enjoy de luxe 
treatment all the way. When you arrive, you'll be entertained in the 
grand manner-—first-class accommodations in a famous Las Vegas 
hotel, gay cocktail parties, relaxation and fun at the magnificent hotel 
pool, glamorous night clubs featuring the finest acts in show business, 
exciting gambling casinos filled with celebrities, scenic trips to Hoover 
Dam, sports activities . . . whatever you like to do, it’s yours to enjoy. 

And, the climax of your trip will be the Silver Dollar banquet. You'll 
want to gorge yourself with as much of the fine food as you can, because 
every ounce of weight you carry to the scales is worth a dollar to you. 
Then comes the big moment everyone has been waiting for: the Silver 
Dollar Weigh-In. Like an oriental potentate, you climb aboard the scale 
and watch them shovel your weight in silver dollars as news cameras 
record the event for all America to see. 

It’s an adventure you'll remember all the rest of your life! And, 
when you get home, you'll have enough money for a new car, boat, 


furniture, house remodeling or a trip abroad, to spend as you like. 
















































YOU COMPETE ONLY AGAINST DEALERS OF YOUR OWN SIZE 


Everyone has a chance to win a Hotpoint trip to Las Vegas. At least four, and as 
many as 16 trips will be awarded in every Hotpoint Distributor’s territory. You 


compete only with Hotpoint Dealers in your own Distributor’s territory. 


And, you compete only against Dealers of your own size. Your Hotpoint Dis- 
tributor has assigned you a quota of purchases for the contest period, based on 
your past performance and sales potential, and placed you in one of 4 groups with 


Dealers having quotas similar in size to your own. 


If your purchases during the contest period represent the highest percentage 
of quota achievement over 100% in your group, you win the Las Vegas trip. And, 
since more than one trip will be awarded in each group in most Hotpoint Distrib- 
utor’s territories, runners-up in each group may still win a luxury holiday in 


America’s fun capital. 


If your percentage of quota achievement is one of the highest in your group 
nationally, you can be the winner of one of the 20 fabulous grand prizes—your 
WEIGHT IN SILVER DOLLARS. It takes a truly championship performance to win, 


but the reward is well worth the effort. 





Remember, some Dealer or Dealers your size in your Hotpoint Distributor’s ter- 














ritory will win the Las Vegas trip. Some Dealers your size will WIN THEIR WEIGHT 
IN SILVER DOLLARS. It might as well be you; your chances are as good as the next 
\ fellow’s. Start selling Hotpoint hard today! 
\ | 
Hotpoint Dealers’ profit opportunities are greater than ever before... an 
If you’re not a Hotpoint Dealer—you should be! = ih, = 
7, AINE BETTER NS 





DIFFERENCE! ( Your Cudlowens do! ) 







LOOK FOR THAT 


HOTPOINT CO. (A Div n of General Electric Company), CHICAGO 44, ILLINOIS 


ELECTRIC RANGES + REFRIGERATORS + AUTOMATIC WASHERS 
CLOTHES DRYERS + COMBINATION WASHER-DRYERS 
CUSTOMLINE « DISHWASHERS « DISPOSALLS® 
WATER HEATERS + FOOD FREEZERS « AIR CONDITIONERS « TELEVISION 








OOM. 
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Hoffman Reveals Plans 


To Add New Dealers 


Company discounts the discount house as it seeks 
key local dealers with established clientele in their 
own local market; new TV, hi-fi lines shown. 


“The radio, TV and hi-fi in- 
dustry was built, and still de- 
pends, not on mass advertising 
by discount houses, but on a 
multiplicity of dealers with a 
clientele developed and served in 
their own particular geographi- 
cal areas,” stated H. L. Hoffman, 
president of Hoffman Electron- 
ics Corp., in a filmed welcome 
to nearly 400 of his distributors 
and key retailers as they con- 
vened in Las Vegas, Nev. on 
July 15 to witness the unveiling 
of the 1959 Hoffman TV, hi-fi 
and radio line. 

“Price is no longer the prime 
consideration in consumer buy- 
ing of TV—the trend is toward 
either portables or console styl- 
ing,” Paul E. Bryant, vice presi- 
dent of Hoffman’s consumer 
products division, told this larg- 
est gathering in the company’s 
history, as he opened the meet- 
ings. In his talk, and the pres- 
entations that followed, the 
Hoffman story for 1959 shaped 
up this way: 


@ Emphasis on the Trans-Solar 
radio, “the greatest store traffic 
builder you ever had’, to give 
Hoffman dealers a _ distinctive 
product suited to local exploita- 
tion. 


e Concentration on “genuine”’ 
as the Hoffman hallmark to fea- 
ture the 13/16-in. hardwood 
cabinets used in the 12 styles in 
its “signature series” of TV 
priced from $299.95 to $419.95, 
which top the 1959 line of 12 
models in 43 distinct styles and 
finishes. 


e Full promotion of stereo- 
phonic sound as the Hoffman 
hi-fi sales story for ’59. Aiming 
to “take the mystery out of 
stereophonic sound”, said Bry- 
ant, he noted that all models of 
the company’s ’59 hi-fi line are 
available fully equipped to play 
stereo discs or ready to be con- 
verted to stereo with a simple 
kit made available to the deal- 
ers. Hoffman showed a line of 
23 hi-fi sets, ranging in price 
from $189.95 to $625. Amplifier- 
speaker units for stereo use were 


announced at lists of from 
$99.95 to $209.95 

@ Heaviest concentration on de- 
veloping Hoffman dealers in the 
company’s history. Aim will be, 
sales manager John Chadwell ex- 
plained to ELECTRICAL MERCHAN- 
DISING, “not to franchise indis- 
criminately, but to complete our 
coverage of the nation by de- 
veloping dealers who will dis- 
play and demonstrate the Hoff- 
man lines in every market area.” 
To encourage dealer develop- 
ment, the company announced 
a contest, the Hoffman Key Club, 
for its distributors’ salesmen. 
Gold keys, jeweled tie clasps and 
trophies will go to salesmen as 
they reach steps in their quotas. 
Top man will get giant “presi- 
dent’s cup” and trip to Los An- 
geles. 

Most extensive advertising 
and promotion campaign in 
Hoffman’s history, with $500,- 
000 budgeted for this fall. Ad- 
vertising director A. E. Tischler 
told distributors and dealers 
that the campaign would include 
full-color space in “American 
Weekly” and other Sunday sup- 
plements, plus “Sports Illus- 
trated’, “Sunset” and the “New 
Yorker’. Theme of Hoffman’s 
consumer advertising, said 
Tischler, will be “high fashion” 
with its appeal to style con- 
scious women to emphasise 
Hoffman’s featuring of hard- 
wood cabinet styling. Backing 
up the magazine campaign, and 
its current trade paper program, 
will be a heavy radio saturation 
campaign this fall, with dealer 
cooperative newspaper advertis- 
ing aiding the effort in local 
markets. 

Organized publicity at both 
national and local levels. The 
aim, said director of public re- 
lations, Robt. W. Bergen, is to 
pre-condition the market to the 
special and distinctive features 
of the Hoffman products. Special 
effort will be directed toward lo- 
cal newspaper radio-TV-hi-fi 
editors—“‘we can make a Hoff- 
man salesman out of every edi- 
tor by doing this,” Bergen told 
distributors. 
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BUILT-IN WALL CLOCKS 
By 
HOWARD MILLER 


ONE OF THE HOTTEST ITEMS TODAY— 


the new, modern clock idea that has be- 


come the smartest trend in home and office 
accessories. Simple instructions with mark- 
ing template for easy wall installation. 
Guaranteed self-starting electric synchron- 
ous movement. Display this popular built-in 
line for quick sales—and remember it's 
the name that counts. 


From 


$11.95 





Write to 


Built-In Division 


HOWARD MILLER CLOCK CO. 


Zeeland, Michigan 














ONE MAN Safely Delivers 


800 LB. LOAD 
( 


WHEELS SWING FORWARD 
FOR LOADING 
... BACKWARD TO BALANCE LOAD 


Slides Upstairs QU INCREASE NET PROFITS 
by cutting delivery costs 
with Easload Appliance 
Trucks. One man easily 
and safely does the work 
of two with Easload, the 
only truck that takes the 


Downstairs 
y 





In and Out 
of Trucks weight off the man and 


c 
yar 


wheels. 





balances it on retractable 


The welded steel frame 
has protective rubber pads 


on the load side and tubular slide runners 
on the back. Heavy web belt and positive 


ratchet-type cincher secure appliance 


on 


truck. Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading. 


ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (FOB L.A.) only $57.50. 


Colson Equipment & Supply Co. 


1317 Willow Street, Los Angeles 13, Calif. 








WAHL GIVES YOU MORE! 





Complete Home Barber Kits 
for every budget 


=f Grooming Accessories 
N for every need 


THE WORLD’S HIGHEST QUALITY 


MOST COMPLETE LINE OF 


HOME BARBER PRODUCTS 


Wahl is the largest manufacturer of 

electric hair clippers in the world. Stock 
your entire home-barber department from this one reliable 
source. Hair Clippers—Dryers—Vibrators—Shear Sharpeners 
—Combs—etc. All Wahl products carry a reputation that seils! 
Write for catalog sheets, ad mats and prices — today! 








| Wahl Clipper Corp. Dept. EM-9, Sterling, nN. | 





Name 


Please send full particulars and prices on 
the popular Wahl home barber line. 





WAHL 





Address. 





WAHL CLIPPER CORP. 
Sterling, Illinois 


I 
I 
: Store 
i 
1 
1 
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WILL HELP WIN SALES 


The long life and dependability of Lamb Electric 
Motors has been proven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 
Lamb Electric motored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 


Motor parts 
for household 





oppliances. 
Weight-saving whe : Fj Turbine for 
motor for en - conister-type 


home appliances vacuum cleaner. 


Pon Electric 


eet es 





eile’ 





The National Institute of 


news AT A GLANCE 


U.S. Steel Corporation is currently augumenting its “Steel- 
mark” newspaper service with a mailing of eight-page proof 
books to all daily newspapers. The service is designed to help 
retailers and other advertisers participate in the new “Steelmark”’ 
program and stimulate consumer preference for products of steel 
Similar to the corporation’s Christmas promotion, “Operation 
Snowflake”, the new program offers the appliance retailer tags, 
stickers, banners, display and advertising ideas, ad mats and 
other promotional material all keyed to point out the advantage 
of steel in the products he sells. 


General Electric has announced that sales and earnings 
during the first six months of 1958 were less than the record 
levels of 1957, although billed sales in the second quarter were 
five percent higher and earnings ten percent higher than in the 
first quarter. Sales billed for the first half of 1958 amounted to 
$1,978,994,000 and earnings totaled $103,381,000. 


Ampex Corporation’s earnings jumped sharply during the 
fiscal year ended April 30, 1958. The company announced sales 
of $30,115,000 for the period and after-tax earnings of $1,540,- 
000. Both figures were records for the 12 year old firm, sales 
being 62 percent higher and earnings up 41 percent. 


The Hoover Company has announced plans for the construc 
tion of a new, $2,000,000 factory building and facilities at their 
North Canton, Ohio headquarters. The new building will add 
some 40,000 square feet of production area at North Canton, and 
is a step towards the much improved plant and facilities which 
have been under discussion for several years 


Sales of the Radio Corporation of America in the first 
half of 1958 were $542,554,000 compared with a record high in 
1957 of $564,990,000. Earnings for the period amounted to 
$13,544,000 as compared with $20,311,000 for the same period 


last year. 


Maytag Co., achieved sales during the first six months of 
1958 which were substantially equal to the first half of 1957, 
while net earnings showed a 20 percent increase over the same 
period a year ago. Net sales amounted to $47,970,163 in the 
1958 period as compared with $47,988,757 in 1957. 


scheduled meetings 








reactionacvorserower MOTORS | 


$4 


Wood Kitchen Cabinets will 
hold its third annual conven- 
tion, September 28, 29 and 30. 
Meetings will be at Skytop 
Lodge, Skytop, Pa 


Atlantic City’s Traymore Ho- 
tel will be the meeting place for 
members attending the annual 
meeting of the National Elec- 
trical Manufacturer’s Associa- 
tion. November 10 to 14 are the 
dates set for the affair. 


The Institute of Appliance 
Manufacturers moves to Dallas, 
Texas for its 1958 year-end 
meeting. The dates, December 7 
through 9 at the Statler-Hilton 
Hotel. 
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The Chicago 1959 NHMA Na- 
tional Housewares Exhibit wil! 
open Monday, January 12, and 
close Friday, January 16. The 
change to a five-day winter ex 
hibit after 20 years as a Thurs 
day-through-Thursday show 
was brought about because of 
insistent demand by manufac 
turers and buyers. 


The 48th annual convention 
of the NRMA has been set for 
January 12-15, 1959 at the Hote 
Statler, New York City. 


NARDA will hold its annua 
convention in Chicago, January 
llth through 14th. Scene of the 
festivities will be the Conrad 
Hilton Hotel. 






















SELL 


‘., 


Universal's “Air-Conditioned” oven 
and you ve sold your customer! 


Exclusive design Super Oven with built-in 
circulation control keeps heat 
better balanced for perfect baking 


Now Universal has air-conditioned the oven to 
make every housewife a better cook. Tell your 
customers about this amazing new oven design — 
how it actually spreads a blanket of heat more 
evenly to every square inch of the baking area. 
It’s even heat, you know, that makes cakes 
higher, pie crusts flakier, roasts juicier. Show 
them how the built-in circulation control con- 
stantly circulates this even heat to eliminate hot 
spots and cold corners. They’ll get exactly the See how heat circulates 
heat they want—all through the oven—all of evenly throughout oven. 
the time. 





e SMOKE-PROOF BROILING. e “OBEDIENT BURNER” COOKING. 
Melted fats and greases can’t Turn the dial and each self-light- 
smoke or burn. Universal’s ing burner obediently delivers pre- 
specially designed broiler cisely the heat wanted, instantly. 
grille drains away and traps Ranges with Simmer-Save feature 
them in the pan underneath. permit an unlimited number of 
Kitchen stays cleaner longer. measured cooking heats. 








Air-conditioned baking . . . smoke-proof broiling . . . obedient burner cooking. 
Every Universal gas range gives you the fastest-selling features in the busi- 
ness—features you can demonstrate and sell. For more information, see your 
Cribben & Sexton representative or contact Cribben & Sexton Company, 


a a) ee ee en 700 N. Sacramento Blvd., Chicago 12. Phone: VAn Buren 6-4600. 





Featured in Life, Better Homes & Gardens, House Beautiful 


| UNIVERSAL 


GAS RANGES 


CRIBBEN & SEXTON COMPANY, CHICAGO 12, ILLINOIS. A COMPLETE LINE OF DOMESTIC AND COMMERCIAL GAS 
RANGES, BUILT-IN RANGES, DISHWASHERS, GAS CLOTHES DRYERS, GAS INCINERATORS, AND SPACE HEATERS 
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TRADE-WIND 
SETS THE FASHION 


Mang 
TRIPLE- 
FEATURE 


The CAMBRIDGE 
Hammered Copper 












The CONCORD 
Antique Copper 


rn eS “3 


SPACE ~ = 
WAT Te: joao ag 
VENTILATING 

ele) ey— 


Choice of 3 hoods in new trend- 
setting style for that custom look 
in every kitchen. 


Built-in Ventilator frees all cab- 
inet space. New, easy installation. 


Certified performance guarantees 


greater efficiency than any unit 
on the market. 


ASK YOUR WHOLESALER OR WRITE US FOR COMPLETE INFORMATION. 


Jrade Wed Mlbeyfen, Src. 


7755 PARAMOUNT BLVD., DEPT. EM, RIVERA, CALIFORNIA 
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news AT A GLANCE 


Philco Corporation has announced drastic reductions in the 
suggested list price of their combination washer-dryer. The new 
deluxe Duomatic, slimmed down to 26% inches wide, 36 inches 
high, and 26% inches deep will carry a suggested list price of 
$369.95. A custom Duomatic carries a suggested list of $439.95. 
The Duomatic will also be available in two gas models, prices 
of which will be announced at a later date. 


Sylvania Electric Products, Inc., reports that second 
quarter operations reflect a definite upturn in the company’s 
business. Net sales in the second quarter amounted to $75,443,- 
673, against $72,132,543 in the first quarter and $74,970,858 
in the second quarter of 1957. Net sales for the first half of 1958 
were $147,576,216 against $162,520,532 in the comparable 
1957 period. 


Packard-Bell Electronics Corp., sales increased twelve 
percent to $26,401,343 for the nine months ended June 30, 1958 
as compared to $23,503,944 for the same period a year ago. 
Net profit rose 37 percent to $633,948. 


Hamilton Manufacturing Co., announces sales of $10,- 
688,046 for the period January 1 to June 28, 1958. This figure 
is comparable to sales of $11,761,283 for the period January 
1 to June 15, 1957. Earnings for the first half of 1958 were $565,- 
453 as compared with $724,774 in the shorter half year re- 
ported on in 1957. 


The Frigidaire Division of General Motors has announced 
development of a new insulating material which “will ultimately 
revolutionize the size, shape and construction of household re- 
frigerators.” The new material, a combination of Freon and 
Urethane can be poured between walls of a refrigerator shell, 
and within minutes rises like dough to fill the entire space, later 
becoming rigid and adhering to all interior surfaces. Approxi- 
mately one and one-quarter inches of the new material is equal 
to three inches of conventional insulation. Currently the material 
is being used around the Frost-Proof refrigerator-freezer combi- 
nation put into production by the company several months ago. 


Coleman Co., Inc., reports a profit after taxes of $184,855 
for the first six months of 1958. For the same period last year the 
company had an operating loss of $349,025. Consolidated sales 
for the period were $17,855,065 compared to $17,623,693 in 
the first six months last year. 


The Magnus Organ Corporation has announced intro- 
duction of a completely new, table model, electric chord organ. 
Bernard A. Mitchell and E. A. Tracey, former president and execu- 
tive vice president of Mitchell Manufacturing have purchased con- 
trolling interest in the company. 


Motorola, Inc., reports second quarter sales of $43,650,070, 
and earnings of $800,515 compared with $53,384,964 and 
$1,272,191 for a like period in 1957. Consolidated sales and 
earnings for the first six months of 1958 were $84,544,562 and 
$1,478,297 respectively. 


Falls Products, Inc., of Genoa, Ill., have announced pur- 
chase of the Indianapolis and Lebanon, Ind., plant and facilities 
of Bantam Tractor Corp. Both concerns are leading manufacturers 
of mowers, small garden tractors and accessories. 
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“A good time payment plan can turn a shopper “GECC’s many customer benefits are tops “A sure-fire way to trade customers up to the 
int. a buyer,” says Bill Rucki, President of with my customers. For instance, folks appre- de luxe models is with GECC’s new Sell-Up 
Rucki’s, Inc. of Holyoke, Mass. ‘“‘But people dis- ciate the no down payment with trade-in and Program. It boosts the customer’s buying power 
ike debt, and a sale is much more difficult t the cancellation of their current balance if fire without increasing his monthly payments. When 
make if a customer looks upon your time pay or other natural disasters destroy the appliance. a customer is thinking about buying an appliance 
ment plan as a loan. We like GECC because ou Also, they like the special arrangements for at the low end of the line, we ask him how much 
customers realize that we are providing them postponing payments, in case of unemployment he can conveniently afford to pay each month. 
vith a convenient way to buy appliances and are through sickne or layoff. Benefits like these Then, looking down this column of GECC’s handy 
not turning them over toa third party for a loan.” really help close sales.” new Even-Monthly Payment Chart... 
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“We show him how to get a de luxe model, 
with all its added features, for exactly the same 
monthly payment. When the customer sees that 
he doesn’t have to dig deeper into his monthly 
budget, he doesn’t hesitate to buy the model 
he really wants. We also use this new chart in 
the same way to show customers how they can 
afford a needed second or third appliance and, 
frequently, complete kitchen modernization.” 


ft 


“I’ve boosted my sales by 24% with GECC’s 
Progressive Add-On Plan! When a customer sat- 
isfactorily completes his sixth payment, GECC 
makes it possible for him to buy a second appli- 
ance with no down payment and little, if any, 
increase in the amount of his monthly payments. 
To help remind us, GECC sends us a card that 
lets us know he’s a ‘hot prospect’ and ready for 
a follow-up call.” 
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TIME PAYMENT PLANS 
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“Repeat business walks in regularly with GECC’s 
Store Payment Plan. When we write our cus- 
tomers’ contracts, we invite them to make their 
payments at our store. This way, we see many 
customers monthly, and each time they come in, 
they get a good look at all our latest appliances. 
Besides being top prospects for new sales, they 
develop the habit of doing business with us. We 
certainly agree—GECC really helps us sell!” 
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Motorola, Inc., has announced the as- 
signment of key personnel in top market- 
ing posts. C. Frederick Parsons was 
named merchandising manager for the 
consumer products division and David H. 
Kutner named to the newly created posi- 
tion of distribution manager. 


Black and Decker Mfg. Co.—Raymond G. 
Horner has been appointed to the newly 
created position of vice president market- 
ing. Horner’s appointment follows the 
resignation of John F. Spaulding as vice 
president and general sales manager. 


Norge Div., Borg-Warner Corp.—James 
Ruff has been named director of sales 
planning. Ruff will direct the activity of 
marketing personnel and home appliance 
product managers. An additional exec- 
utive appointee is Paul E. Roman who 
has been named director of marketing re- 
search. Louis J. Bravacos has been ap- 
pointed to the post of district manager 
for New England and will be responsible 
for sections of Massachusetts, Connecti- 
cut, Rhode Island, Maine and Vermont. 


Radio Corp. of America—The corporation 
has announced changes in the television 
division’s field sales structure. Under the 
new plan three district sales managers 
have been appointed as follows. D. D. 
Roark,” eastern district sales manager 
with headquarters at Cherry Hill, N. J.; 
C. J. Walker, central district sales man- 
ager, Chicago; and D. J. Gentile, western 
district sales manager, Los Angeles. 


Buckeye Div., Mardigian Corp.—Bart J. 
McCloskey has been named general sales 
manager. McCloskey formerly held a sim- 
ilar title with Republic Molding Co., of 
Chicago. 


Stromberg Carlson—Felix N. Millegan 
has been named district representative 
for the company’s high fidelity products 
in the upstate New York area. Headquart- 
ers will be in Scotia, N. Y. 


Carrier Corporation—Recently an- 
nounced executive appointments include 
the naming of Walter H. Steitler as as- 
sistant to the president. William C. Egan 
sales manager of packaged equipment in 
the unitary equipment division succeeds 
Steitler as president of Carrier-Houston 
Corporation, a wholly owned Texas dis- 
tributorship. 


Illuminating Engineering Society— 
George D. Taylor, vice president of Day- 
sright Lighting, Inc., has been named 
president of the society for a one-year 
term beginning October 1. Richard G. 
Slauer, sales manager of the fixture divi- 
sion, Sylvania Electric Products has been 
elected to a two year term as vice presi- 
dent. 


Ben-Hur Mfg. Co.—Joe Gaul has been 
named district manager for Illinois, Mis- 
souri and Iowa. Gaul was formerly sales 
manager of O’Keefe Distributing Co., 
Carrier Mills, Ill. 


Institute of High Fidelity Manufacturers 
—Abraham Schwartzman has _ been 
named executive secretary. A former pub- 
lishing executive, Schwartzman, was edi- 
torial director of Toby Press for the past 
six years. 


Amana Refrigeration, Inc. — Two re- 
gional appointees have been named for 
eastern territories. Cary A. Austin has 
been named reginal sales manager for the 
territory based on Trenton, N. J. G. P. 
Hinkley, Jr., will work out of Boston, 
Mass., with a similar title. 


Typhoon Air Conditioning—David P. 
Haring has been appointed sales man- 
ager for eleven southeastern states. Har- 
ing will make his headquarters in 
Atlanta, Ga. 


Will YOU Be 


Making More Money 
in 19607 


The answer’s up to you—but you can’t wait until 1960 to 
make it. Modernization to prepare your store for the addi- 
tional growth and profits awaiting you in the 1960’s must 
be started right now. 

To help you do this, ELECTRICAL MERCHANDISING 
will devote its entire November issue to Modernization. 
There will be hundreds of useful suggestions on improving 
your store design, lighting, air conditioning, materials 
handling, service, office equipment, delivery and similar 
subjects. 

You can’t afford to miss it 
If you want to make money in the 1960's 


ELECTRICAL MERCHANDISING’s 


Modernization Issue 


coming in November 
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Announcing Webeor for °59—World’s Finest 


Stereofonic Fonograf 


New “High-Fonic’’? Frequency Distribution System— 
Only from Webcor! Webcor’s new, exclusive “High-Fonic” Fre- 
quency Distribution System provides stereo fonograf reproduction 
unmatched in the industry! 


In addition, this new Webcor system makes possible the use of a 
smaller, compact external speaker system for the second stereo 
sound source—rather than a large, space-consuming external unit 
required by an ordinary stereo fonograf. The “High-Fonic” system 
electronically matches the second sound source to the Fonograf 
without loss of Bass direction or Bass tone quality. Thus, the owner 
gets the very finest stereo reproduction from his Webcor without 
disturbing a preferred furniture arrangement by the introduction 
into the room of a second full-size console! 


New 


Webcor Speaker—Amplifier Systems! 1959 Webcor 





Ss 


and ‘Tape Recorders! 


external speaker 
power 


amplifier systems give up to 30 watts of audio 
team up to reproduce all sound with maximum clarity and 
precise definition! 


New Webcor Stereo-Diskchanger with ‘*Magic Mind.” 
This fabulous new diskchanger plays 33 and 45 rpm stereo or monaural 
records intermixed ! Never before has any changer provided so many 
important advantages and features! Exclusive Webcor “Anti-rumble 
ribs” absorb vibration for less rumble than any other record changer! 


New Webcor **Aural Balance’? Remote Control! When used 
with a Webcor Fonograf, this amazing unit allows the listener to 
adjust audio level in both sound systems from wherever he happens 
to be sitting. It adds convenience to the pleasure that is derived from 
stereofonic listening. The “Aural Balance’’ Remote Control can also 
be used with all Webcor Stereofonic Tape Recorders. 
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WEBCOR for 59! 


stereo-fidelity fonograf to match every preference 


Model 1996 

18th Century Stereo-Fidelity Radio- 
Fonograf—An exquisite reproduction of 
authentic 18th Century cabinetry! 13 tube 
AM-FM fono combination. “Magic Mind” 
Stereo-Diskchanger—4 speeds—"High- 
Fonic” Frequency Distribution System. 
30-watt amplifier. 15” woofer, 6” mid- 
range, two 4” tweeters with crossover 
network. Automatic shut-off. Equipped for 
use with “Aural Balance” Remote Control. 
Mahogany or Ebony. Matching Stereo- 
Mate IV, amplifier-speaker system, (Model 
4904) when combined with the 18th Cen- 
tury provides a total of 60 watts audio output. 


Model 1998 
Contemporary Stereo-Fidelity Radio- 
Fonograf—A handsome new Webcor 
Radio-Fonograf smartly styled in a modern 
manner! 13 tube AM-FM fono combina- 
tion. “Magic Mind” Stereo-Diskchanger 
—4 speeds—"High-Fonic” Frequency Dis- 
tribution System. 30-watt amplifier. 15° 
woofer, 6” mid-range, two 4” tweeters with 
crossover network. Automatic shut-off. 
Equipped for use with ‘‘Aural Balance” 
Remote Control. Mahogany, Walnut, 
Bionde or Ebony. Matching Stereo Mate 
ill, amplifier-speaker system (Model 4903), 
combined with the Contemporary provides 
a total of 60 watts audio output. 


Mode! 1959 
Ravinia Stereo-Fidelity Fonograf—Here 
is truly luxurious modern styling! ‘Magic 
Mind” Stereo-Diskchanger—4 speeds— 
“High Fonic" Frequency Distribution Sys- 
tem. 30-watt amplifier. 12” woofer, 6” mid- 
range, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Mahogany, 
Blonde, Walnut or Ebony. Matching Stereo 
Mate Ili external amplifier-speaker unit 
(Model 4903) when combined with the 
Ravinia provides a total of 60 watts audio 
output. 
























































































































Model 1999 


Victorian Stereo-Fidelity Radio-Fono- 
graf—A masterpiece of rich traditional 
design! 13 tube AM-FM fono combina- 
tion. “Magic Mind” Stereo-Diskchanger 
—4 speeds—'*High-Fonic” Frequency Dis- 
tribution System. 15-watt amplifier. 10° 
woofer, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Maple or 
Mahogany. Matching Stereo Mate |, exter- 
nal amplifier-speaker system (Model 4901) 
is designed to serve as the Victorian's 
second stereo sound source. 

Also available without AM-FM radio, 
Model 1969. 






Model 1992 
Moderne Stereo-Fidelity Radio-Fono- 
graf—A distinctive example of the best in 
modern styling! 13 tube AM-FM fono 
combination. ‘‘Magic Mind" Stereo- 
Diskchanger—4 speeds—''High-Fonic” 
Frequency Distribution System. 15-watt 
amplifier. 10° woofer, two 4” tweeters with 
crossover network. Equipped for use with 
“‘Aural Balance” Remote Control. Blonde 
or Light Walnut. Matching Stereo Mate |, 
external amplifier-speaker system (Model 
4901), is designed to serve as the Moderne’s 
second stereo sound source. 

Also available without AM-FM radio, 
Model 1968. 





Model 1965 
Overture Stereo-Fidelity Fonograf—A 
new and smartly styled consolette model! 
“Magic Mind” Stereo-Diskchanger—4 
speeds—“High-Fonic" Frequency Distri- 
bution System. 10-watt amplifier. 6” x 9” 
woofer, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Blonde, Mahog- 
any or Cherry. Matching Stereo Mate | 
external amplifier-speaker system (Model 
4901), is designed to serve as the Over- 
ture’s second stereo sound source. 





ALL MUSIC SOUNDS BETTER 





. A magnificent new 


ce -every budget! 


Model 1967 
p-Fono- Concerto Stereo-Fidelity Fonograf— 
ditional The Concerto is tastefully designed to 
ombina- complement either a modern or traditional 
changer setting! ‘‘Magic Mind" Stereo-Diskchanger 
ncy Dis- —4 speeds—10-watt amplifier. 6” x 9” 
fier. 10° woofer-midrange, two 4” tweeters. Mahog- 
rossover any or Blonde. Matching Stereo Mate I, Model 1997 . 
| “Aural external amplifier-speaker system (Model — French Provincial Stereo-Fidelity Radio-Fonograf— Offers 
laple or 4901), is designed to serve as the Con- — matchless stereofonic music from the new stereo records— 
|, exter- certo's second stereo sound source. 13 tube AM-FM fono combination. “Magic Mind” Stereo-Disk- 
del 4001) oa . changer—4 speeds—"High-Fonic” Frequency Distribution System. 
ctorian’s i 30-watt amplifier. Four speakers: 15” woofer, 6” mid-range, two 4” 

“oes ~ ; tweeters with crossover network. Equipped for use with “Aural 
' : Balance" Remote Control. Walnut or Maple. Matching Stereo-Mate 
IV, amplifier-speaker system, (Model 4904), when combined with 

the French Provincial provides a total of 60 watts audio output. 

Model 1962 Model 1954 
io-Fono- ; Musicale Stereo-Fidelity Portable Holiday Coronet Stereo- 
ie best in ee Fonograf—This is Webcor’s finest stereo- "2 Fidelity Portable Fonograf 
FM fono j fonic portable fonograf! ‘Magic Mind” —No finer stereo fonograf at 
Stereo- Stereo-Diskchanger—4 speeds. 10-watt anywhere near its modest 
h-Fonic” amplifier. 6” x 9” woofer, two 4” tweeters price! “Magic Mind” Stereo- 
. 15-watt with crossover network. Ebony or Brown. Diskchanger—4 speeds. Wide- 
ters with Matching Stereo Mate V, external amplifier- range amplifier. Powerful 6° 
use with speaker system (Model 4905), is designed woofer, 4” tweeter. Ebony and 
1. Blonde to serve as the Musicale’s second stereo Grey or Brown and Tan. Stereo 
10 Mate |, sound source. . Mate V (Model 4905) matching 
m (Model external amplifier-speaker unit 
hoderne’s for stereofonic sound. 

‘M radio, 

Model 1963 WEBCOR for '59! ALL-NEW EXTERNAL 
ograt—A Holiday Imperial Stereo-Fidelity AMPLIFIER-SPEAKER STEREO SOUND SYSTEMS! 
tte model! Portable Fonograf—An impressive 
langer—4 achievement in portable stereo fonograf 
cy Distri- performance! ‘Magic Mind” Stereo- 
pr. 6” x 9” Diskchanger—4 speeds. Powerful ampli- 
crossover fier. 5° x 7” woofer, two 4” tweeters with 
th “Aural crossover network. Ebony or Tan. Match- 
le, Mahog- ing Stereo Mate V, external amplifier- 
eo Mate | speaker system (Model 4905) especially 7 
2m (Model designed as the Holiday Imperial’s second Model 4901 
the Over- stereo sound source. STEREO MATE | 
irce. as 


Three wide range 
speakers—15-watt 
amplifier. 


Model 4923 Mode! 4904 : 


AUDIO MATE STEREO MATE IV 
“CUSTOM 10" Model 4905 Three wide-range 


Three big speakers STEREO MATE V speakers —30- watt 


—10-watt amplifier. Two powerful amplifier. Also 


speakers—8-watt available in mod- 
amplifier. ern styling —Model 
4903. 


Webcor supplies a wide variety of external stereo sound systems in styles 
and finishes to match the 1959 Webcor Stereofonic Fonografs. These 


powerful amplifier-speaker units reproduce all sound with unequalled 


accuracy and tonal quality. 












WE 
tor 59! 


World’s most versatile 
Stereo Tape Recorders! 


lhe Musicale Tape Recorder and the Musicale Fonograf are matched 
Stereofonic units, both in cabinetry and in component parts. You may 












use the Musicale Fonograf as a second sound source when you play stereo 




















































tapes on the Tape Recorder—or you may use the Musicale Tape Recorder 
as second sound source when playing stereo records on the Musicale 
Fonograf. Mahogany, Blonde, Walnut, Maple. Matching Stereo Mate | 
(Model 4901) can serve as second sound source for either the Musicale 
l'ape Recorder or the Musicale Fonograf. 


Model 2827 

imperial Stereofonic Tape Recorder— 
This is Webcor's finest—today's outstand- 
ing stereo tape recorder! Superb stereo- 
fonic playback. Records and plays back 
monaurally in both directions without 
“reel-turnover.” 10-watt amplifier and two i 
pre-amplifiers. 5° monitor speaker. Has 
“Aural Balance” Remote Control—auto- } 
matic shut-off—high fidelity recording 
heads—co-linear (stacked) playback heads 
—output, input, speaker receptacles— 
recording leve’ indicator—AC convenience 
outlet—4-way master control—output re- 
ceptacle for external sound system. Ocean 
Blue. Matching 2-section, 6-speaker ex- 
ternal amplifier-speaker system, Model 
4827, (extra). 


Model 2822 


Royal Coronet Stereofonic Tape 
Recorder—Brings you the world's finest 
music with true stereo precision and tonal 
accuracy! Stereofonic playback—‘‘no reel- 
turnover" feature for monaural record and 
playback. 10-watt amplifier—6’ x 9” woofer, 
two 4” tweeters with crossover network. 
Equipped for Aural Balance” remote con- 
trol. Ebony or White. Matching 3-speaker 
external amplifier-speaker system, Model 
4820, (extra). 


Mode! 2821 


Royal Stereofonic Tape Recorder— 
Superbly engineered stereofonic tape re- 
corder—and priced to make it one of 
today's best buys! Stereofonic playback— 
“no reel-turnover" feature for monaural 
record and playback. Wide-range 5-watt 
amplifier—5’” x 7” woofer, 4” tweeter. 
Equipped for “Aural Balance’ Remote 
Control. Ebony or White. Matching 3- 
speaker external amplifier-speaker system, 
Model 4820, (extra). 





WEBCOR for ‘59! All-New WEBCOR MONAURAL 
HIGH FIDELITY FONOGRAFS AND TAPE RECORDERS! 
Webcor is also introducing a brand-new line of monaural high fidelity fonografs 


and tape recorders for 1959. These impressive new units outperform anything in 
the field—offer the progressive dealer an exceptional profit opportunity! 
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MUSICALE 


STEREO-FIDELITY 
TAPE RECORDER 
Model 2955 











\\ 


if 


MUSICALE 
STEREO-FIDELITY 
FONOGRAF 
Mode! 1955 


Model 2820 

Regent Stereofonic Tape Recorder— 
Featherweight marvel in the stereo tape 
recorder field! 3 speeds—operates in hori- 
zontal or vertical position—only 31 pounds. 
Stereo playback—monaural record and 
playback. Wide-range amplifier—powerful 
5” x 7” PM speaker. Equipped for “Aural 
Balance” Remote Control. Ebony. Match- 
ing 3-speaker external amplifier-speaker 
system, Model 4820, (extra). 


Model 4827 

Webcor 2-Section, 6-Speaker Stereo- 
fonic Sound System—Especially 
designed for use with Imperial Stereofonic 
Tape Recorder. Contains 6 speakers, 3 in 
each section and 10-watt power amplifier 
for finest sound in both stereo and mon- 
aural playback. Ocean Blue. 


Mode! 4820 

Webcor 3-Speaker Stereofonic Sound 
System—Designed for use with Webcor 
Stereofonic Tape Recorders which have 
self-contained speakers. Contains neces- 
sary 3 speakers and 10-watt amplifier for 
accurate sound in stereo playback. Ebony 
or white. 


SELL WEBCOR FOR BIG BOOM-TIME BUSINESS! 


Call your Webcor distributor today! 
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Frigidaire’s 1959 home laundry 
ne includes 7 automatic washers 
2 Custom Imperials (WC1R-59 
nd WCI-59); an Imperial, (WI- 
9) a Custom Deluxe (WCD-59; 2 
WDR-59 and WD-59) and 


Super washer (WS-59) and 4 au 


leluxe : 


tomatic electric dryers: Imperial 
(DCI-59; Imperial (DI-59) Custom 
Deluxe (DCD-59) and Deluxe (DD 
o9) 


included in the 1959 
include a 3-ring agi 


Features 
vasher line 
tator that pumps 


through clothes, bathing out deep 


detergent 


down dirt; wash action is gentle 


onic Sound vaterpower alone moves_ the 


vith Webcor 
which have 


othes; lint is automatically re- 


noved and pumped away along 


tains neces- vith dirt and soap scum; no lint 

amplifier for traps to clean. 

jback. Ebony Custom Imperial, with 2 wash 
and 2 spin-dry speeds makes it 


possible to dial the type of fabric; 
vhether heavy or light or normally 
soiled; whether load is normal or 
mall and the washer does the rest 
automatically selecting proper 
vashing time, right amount of wa- 
ter, adjusts both agitator and spin- 
iry speeds; sets recommended tem- 
peratures for wash and rinse wa- 
ter. A cold water rinse is optional 
f preferred. Washer, in other 
words, selects one of 30-different 
combinations of adjustments. 





SINESS! 
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jidaire 1959 custom imperial washer and dryer 


Frigidaire 1959 Laundry Line 


Special dispensers built into agi- 
tator for bleaches, bluing beads, 
dye, soap, detergents, fabric sof- 
teners or water softeners; washer 
releases laundry aids underwater 
at right time. 
soak 
pretreating soiled clothes or laun- 


An automatic cycle for 
dering woolens or blankets is a 


special cycle featuring a period 


with only “seconds” of agitation at 
beginning to dissolve soap or de- 
tergent, an overflow without agita- 
tion and finally a spin-off. 

SudsWater saver, makes it pos- 
sible to save up to 6150 gal. hot 
water in a year; New type trans- 
mission has a 5-year warranty and 
protection plan. 


Dryers 

In Frigidaire’s matching Custom 
Imperial automatic dryer dials are 
also set according to fabric type 
and machine selects proper drying 
time and temperature; dryer meas- 
ures amount of moisture content 
in clothes, and turns itself off when 
clothes are dry. 

“Wrinkles-Away” setting is pro- 
wash-and-wear_  gar- 
ments; and a new “sprinkler” set- 
ting provides a 16-min. cycle dur- 
ing which clothes can be processed 
for ironing; the clothes sprinkler 
is built into dryer and is easily 


vided for 


1958 





ANNA A. 





filled through opening on top of 
control panel. 

Custom Imperial dryer also fea- 
tures a “Filtrator” that traps lint, 
heat and moisture inside dryer, 
never letting them escape into 
laundry room; an ozone lamp is 
also included. 


G-E Filter-Flo washer controls—(top 


NOONE Editor 


and matching dryer controls 







Custom Imperial and Imperial 
washers and dryers come in Aztec 
copper, pink, turquoise, yellow or 
charcoal as well as white; all have 
new sheer look styling and fit flush 
with wall or cabinets on either 
side. Frigidaire Div., General Mo- 
tors Corp., Dayton 1, Ohio. 





below 


G-E Washer and Dryer 


The new G-E 5-cycle Filter-Flo 
washer and matching dryer with 
controlled high- 
speed drying system is announced 
by General Electric, Louisville. 

A key for each of the 5 different 
washing cycles automatically pro- 


automatically 


vides correct wash and rinse tem- 
peratures, wash and spin speeds 
for the type load being washed; a 
turn of dial to matching number 
presets the proper time. 

In matching high-speed dryer, 
the length of drying time and 
temperature is automatically con- 
trolled; user makes 1-dial setting 
according to type of load to be 
dried; delicate, regular or heavy; 
dryer turns itself off when clothes 
are properly dried; synthetics can 
be de-wrinkled by simply setting 


control dial to “de-wrinkle”; dry 
er operates on 115 or 230 volts. 

Both washer and dryer available 
in white or G-E mix-or-match col- 
ors, pink, turquoise, canary 01 
woodtone brown. General Electric 
Corp., Louisville, Ky. 








G-E—5-cycle Filter-Flo 
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Kelvinator washer, WAJ-10 and dryer DEJ-10 






roducts 





Kelvinator 1959 Laundry Line 


Kelvinator’s 1959 
includes 5 automatic washers with 
4 matching clothes 
and electric) and features wash- 


laundry line 
dryers (gas 


wear cycles in both washers and 
lint filters and automatic 
rinse additive dispensers in wash- 
ers to keep pace with latest devel- 
opments in textile and detergent 


dryers; 


industries. 

Top washer models, WAJ-10, 
WAJ-10S, WAJ-9 feature separate 
automatic wash-wear cycle which 
corrects water temperature before 
spin cycle to eliminate setting 
wrinkles in wash-and-wear clothes; 
selection of this cycle is made at 
start of wash 
wash is completed; 9 or 10 gal. cold 


period and after 


water are injected into water, de- 
pending on model, to reduce tem- 
perature and eliminate excessive 
wrinkling in spin cycle. 

A “Rinse” Additive Dispenser”’ 
automatically dispenses powdered 
laundry compounds into water dur- 
ing rinse cycle; dispenser fits on 
top of agitator post; is activated 
by action of “Filter 
water flowing from “Filter 
washes rinsing agents 


Fountain” 
pump 
Fountain” 
from dispenser into tub at proper 
time. 

In addition, “Filter Fountain” 
automatically filters lint and fuzz 





Closeup of Filter-Fountain and Rinse Dispenser 
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from wash and rinse waters, over 
and over—water pumped up 
through agitator post sprays into 
removable strainer above agitator 
fins to filter line and dirt particles 
after they have been washed from 
soiled clothes. 

All washers, WAJ-5 and WAJ-1, 
as well as above models, feature 
“Magic Minute Dirt Loosener” that 
automatically pre-scrubs clothes 
for 60 secs. in concentrated solu- 
tion of detergent before regular 
washing begins. WAJ-10S features 
a “Suds-Back” device that saves 
hot sudsy water for 
washes. 


additional 


Three wash temperatures can be 
cold, 


or hot; 2 separate wash and spin 


pushbutton selected: warm 
speeds—high for regular, normal 
soiled clothes and low for light soil 
or delicate fabrics; 2 rinse temper- 
ature pushbuttons provide warm 
or cold rinse water. 

All washers have 9 lb. dry load 
27-in. 
flush-to-wall, 

EnerJetic 
3-way clear water 


capacity; square cornered, 
wide cabinets for 
built-in 


wash action; 


appearance, 


rinse; all porcelain inner and outer 
tubs. Top of line washers and 
matching dryers are available in 
white 


turquoise, pink, yellow or 


exteriors. 


Dryers 


Top-of-line dryers, DEJ-10 (elec- 
tric) and DGJ-10 (gas); and DEJ-9 
(electric) and DGJ-9 (gas) feature 
40-min. 
for wash-and-wear fabrics; oper- 


special drying period of 


ates at special temperature ap- 


proximately 25 degs. higher than 
normal for 30-min. plus a 10-min. 
cool-off period during which clothes 
continue to tumble in gradually re- 
duced heat. Fluff-dry fluffs clothes 


by tumbling in large volume of air 





without heat; automatic timer 


control provides up to 135-min. 
automatic timer control; interior 
floodlight; safety features include 
automatic shut-off when door is 
opened restarts when door is closed; 
180-deg. opening width; porcelain 
cylinder prevents snags; moderate, 
controlled heat with safe tempera- 
tures; all dryers have 18-lb. wet 
load capacity. Kelvinator Div., 
American Motors Corp., Detroit 32, 
Mich. 


" ‘ 
Norge washer-dryer No. WD-600 


Norge Combination 
Washer-Dryer 


Combination automatic washer- 
dryer, No. WD-600, with 2 wash 
cycles, gentle and normal, is an- 
nounced by Norge. 

Features 3 controls: a wash con- 
trol; water temperature selector 
switch and dryer control all en- 
closed under a lens; the 81% in. high 
backguard is_ lighted; 
strip runs across 31 in. wide ma- 
chine front; lights indicate preset 
functions as well as progress of op- 


chrome 


eration through wash and dry 
process; can wash and dry a nor- 
mal load in 99-min. 

Normal wash cycle provides 
from 2 to 12-min. suds washing 
and 1l-min. tumbling, spray and 
deep water rinsing; gentle cycle 
provides from 2 to 


washing and 


i-min. suds 
spray and 
deep water rinse; drying control 
allows 


11-min. 
pre-set wash-only, or a 
choice of 5 different drying cycles: 
automatic full dry (large load 
heat); automatic full dry (small 
load heat); automatic full dry 
(gentle cycle, low heat); optional 
time 10 to 110-min. on both gentle 
and normal cycles. In any of the 
automatic full dry cycles drying 
will continue until clothes are per- 
fectly dry regardless of time re- 
quired; in optional time cycle dry- 
ing will continue for number of 
minutes selected for any degree of 
damp-dryness or full dry. 
Water temperature 
gives choice of 3 wash water tem- 
hot, warm or cold, and 
a choice of 2 rinse water tempera- 
tures—warm and cold. Other fea- 
tures are a vibration isolation sys- 
tem; and 4-roller bearing tub sup- 
port. 


selector 


peratures— 


Price, $539.95. Norge Home Ap- 
pliances, Div. Borg-Warner Corp., 
Merchandise Mart Plaza, Chicago 
54, Ill. 
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O'Keefe & Merrit washer-dryer No. 22 


O’Keefe & Merritt 
Washer-Dryer 


O’Keefe & Merritt’s gas washer- 
dryer combination No. 22 is ex- 
panding introduction to other sec 
tions of the country. 

Features include single cycle op 
eration wherein there is no spin, 
hence a total lack of vibration, 
with wrinkle-free 
clothes, especially “wash ’n wear” 


results on all 


fabrics; stedi-speed action treats 
all clothes gently; 5 
rinses; controls include an automa- 


separate 


tic water meter that provides prop- 
er amount of water according to 
type of fabric and 
clothes; automatically 
correct 


amount of 
provides 
temperature and 
time for each type fabric or 
amount of clothes—either dry or 
master knob 
starts machine at correct number 


drying 


damp-dry; control 
of minutes to be washed; easily 
accessible lint trap with oversize 
screen has operating instructions 
printed on trap door; large front 
loading door with heavy molded 
glass observation window; 26 in. 
basket; 40-watt interior lamp. 

Flexible wash control provides 
up to 18-min. washing time elimi- 
nating soaking or pre-washing; 
outer tub, inner basket and entire 
outer cabinet finished in lifetime 
porcelain enamel; uses a total of 
28 gal. water, hot and cold for 
each full load of clothes. 

Fully automatic burner ignition 
cuts off after burner is lighted; 2- 
step speed reduction; sheet steel 
blower has die-cast impeller, modi- 
fied squirrel-cage construction; sep- 
arate motor driven drain pump 
empties tub in approximately 1% 
min. 

Protective devices include door 
switch that.cuts off all operations 
when door is open; water level 
motor overload; burner 
box safety thermostat; 
thermostat; 
tion of controls prevents drying 
operation while water is in tub; 
siphon break on_ inlet 
wash water from re-entering hot 
or cold water system in event wat- 


switch; 
blower 


safety inter-connec- 


prevents 


er pressure drops below zero; 5 
year guarantee on gear mecha- 
nism; l-year on all other parts. 
O’Keefe & Merritt Co., 3700 E. 
Olympic Blvd., Los Angeles 23, 
Calif. 













Now, General Electric adds to the line a 


NEW AUTOMATIC BLANKET 


at a low, low promotional price! 
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NEW GIFT-BOX PACKAGE perfect 
for gifts—doubles as dramatic 

sher- displayer! 

ex 
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spin, 
“es ONE NEW, EASY-TO-READ 
eae” LABEL—on each end of 
reats the carton. 
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enti Fall selling... <a 
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(4 Model A-3 $ 95° 
mition 
ed: 2- 
stee ; i ERI > oman 
oy A promotable blanket at a promotable price! This is the blanket s ES 4 


NEW INSIDE WRAPPING— Polyethy- 
lene bag keeps blanket fresh and at- 
tractive while on display! 
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ny sep- that will bring in the business at a time when customers are looking STARTS AT 
gp for more value for their dollars. 
y 1% 
y 1% NE vi OTHER MODELS 
* Soft fabric by Chatham—with 100% nylon binding. = 
» door . 7. " . Double Bed, Double Bed, 
i * Consumer-tested color choice—high-fashion shades of Seafoam Green, Single Control Double Control 
- level Caribbean Blue, Rose Pink. $ 95* $ 95* 
burner . ‘ ‘ ‘ ‘ 4 ee ae 
Siiwes * Available in twin-bed size with one control . . . double-bed size with 
onnec one control . . . double-bed size with dual controls. 
dryir ra * Manufacturer’s suggested retail price. 
n tub; 
revent ORDER FROM YOUR GENERAL ELECTRIC DISTRIBUTOR TODAY 
be 1 General Electric Company, Automatic Blanket & Fan Department, Bridgeport 2, Connecticut. 
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For less than*26C 
4 popular sewinc 
2 portable sets, 2 


and gross [5)7/, 


based on average market comparison list prices 
of established models at established discounts. It is 
also based on low-quantity purchase prices . . . if you 


move machines in volume, you can do even better! 


You cant miss 
with WHITES terrific 


STEP UP DEAL! 
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A 

STEP UP to the DISC-O-MATIC 
672 that embroiders, monograms, 
buttonholes automatically. A tre- 
mendous machine... priced for 
volume zigzag business. 


<4 STEP UP from the 660. You sell 
up approximately $40 and offer 
the WHITE ZIGZAG. So modern 
in style, offers so many features 
usually found only on high-priced 
automatics. Model 671. 


Heres the deal 


YISING 





ee 

STEP UP 

You’ve got a modern LINK MOTION 
machine, the 660. It’s a better straight-stitch 
machine... featured right for easy sell-up. 


< STEP UP 
Start with the ROUND BOBBIN 658. It 
performs perfectly on all straight-stitch work. 


You start with an investment of less 
than $260. Your gross margin won’t 
be less than 57% .. . it can be more 
if you buy in quantity. It’s an easy 
way to get into the White Sewing 
Machine business. 

Note: This is not an introductory 
offer. You will continue to enjoy these 


discounts as long as you sell the White 
line. Are you interested? 

There’s a coupon on this page. If 
you really want “‘in’’, send this 
coupon right now. 

We’ll be around to see you—and 
convince you that White means 
business ... volume business! 


Mr. Howard Denny. Wholesale Sales Manager 


WHITE 


SEWING MACHINE CORPORATION 


11770 Berea Road, Cievetand 11, Ohio 


I'd like to work with margins like these. CONVINCE ME. 


NAME AND TITLE 





STORE NAME 





ADDRESS 





CITY AND STATE 
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new products 








One Minute Washer No. 84 


One Minute Washers 


New line of semi-automatic 
wringer washers featuring use of 
chrome styling and color. 

Top-of-line, No. 84, has 10 lb. 
capacity; provides 2-speed washing 
and 2-speed wringing action; other 
features include a water saver; 
waist-high chromeplated fingertip 
control panel with timer, pump, 
wash and speed controls; chrome 
trim on drainboards and 2 bands 
near washer bottom. 


Other new models in line are 
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No. 83 and 83P with 10 lb. capaci- 
ties; and No. 81, 8 lb. capacity; all 
have heavy duty transmission, 5- 
year warranty and 10-year service 
Minute Washer Co., 
Kellogg, lowa. 


bond. One 





Frigidaire’s surface units 


Frigidaire Built-in 
Surface Units 

Two different 

surface cooking equipment is intro- 

“Fold- 

Back” unit with sealed elements 


types of built-in 
duced by Frigidaire—one a 


that swing down for cooking and 
back out of the way when not in 
use, leaving countertop free; the 
other, of conventional design is a 
compact cooking top with 4 sealed 


elements that can be mounted flush 
with countertop. 
Fold-Back models, 


satin chrome, comes in 24 and 48- 


finished in 
in. units; each 24-in. unit has 2 
Radiantube  ele- 
make 
factory-assembled 


full-size sealed 


ments; 2 sections joined 
18-in. 


control 


up the 


unit; panels located at 


right or left of 24-in. units; some 
have a heating element equipped 
with heat-minding device’ that 
watches over food automatically 
never letting it burn or overheat; 
and a second hi-speed element that 
reaches cooking temperature in 
seconds; safety switch turns heft 
off automatically when cooking 
units fold into back panel. Each 
section has full-width crumb tray at 
bottom which slides out for clean- 
ing; elements are self-cleaning and 
swing up so porcelain-enameled 
drip bowl can be removed for wash- 
ing at sink. Fold-backs can be in- 
stalled at point-of-use. 

Cooking Top units, also feature 
compact space-saving design and 
extend only 4% in. below counter- 
top; both models equipped with au- 
tomatic signal light and individual 
switch controls grouped in panel; 
new chromium trim ring available 
for mounting unit flush with coun- 


tertop; equipped with speed-heat 
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Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


| 





and heat-minding elements; avail- 
able in satin chrome, or porcelain 
enamel finish including Aztec cop- 
per as well as charcoal, turquoise, 
yellow and pink. 

Built-in wall ovens with drop- 
leaf or French door design also 


available in matching finishes and 
Frigidaire Div., 
Motors, Dayton 1, Ohio. 


General 


( olors. 





rmeyer probe skillet 


Dormeyer Probe 
Line 
To complete their 1958-59 probe 
line Dormeyer has added two Fri- 
Way skillets No. 20 and 21 and a 
new 4-qt. saucepan. 


Model 21 Fri-Way skillet is a 


Ul 


“UUM 
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T | NEWS IN REFRIGERATION 


Law: 


Dormeyer probe saucepan 


1014-in. square companion to Mod- 
el 20, which is an 11%-in. square 
skillet that cooks, braises, stews, 
casseroles, bakes, and can be com- 
pletely immersed in water for 
washing; new design has easy-grip 
handles, modern, heat-proof pheno- 
lic legs; brown plastic decorative 
trim; both models packed com- 
plete with probe and cover. 

New 4-qt. drop forged saucepan 
complete with probe and self-bast- 
ing vented cover has new brown 
plastic trim; designed as a com- 
panion unit to skillets, it has an 
easy-grip handle, modern heat- 
proof phenolic legs; polished alu- 
minum. 

Prices, saucepan, $24.95. Dor- 
meyer Corp., 700 N. Kingsbury 
St., Chicago 10, Ill. 





Eureka Mobile Aire No. 1010 


Eureka Cleaner 

Low, “flat-top” design and a new 
“Vibra-Beat cleaning action” are 
major features of Eureka’s Mobile 
Aire No. 1010 cleaner. Only 8-in. 
high with swivel front wheel and 
2 wide rear wheels, it rolls over 
anything easily without tipping; 
stands upright, sits on steps to 
permit easy stair cleaning, and 
stores in minimum speace. 

New cleaning method incorpo- 
rates 3 basic cleaning principles of 
beating, sweeping and super-suction 
in compact rug nozzle; the Vibra- 
Jeat rug nozzle with 3 rows of air- 
driven, unbreakable plastic “‘Vibra- 
Beaters” vibrate rapidly, shake rug 
to loosen embedded dirt; 2 rows of 
floating brushes sweep up surface 
lint while 1-h.p. suction cleans. 

A 10-piece set of cleaning tools 
include the new rug nozzle, a 


standard Eureka rug nozzle; wands 
and other tools pack into a 
“Handy-Pak” kit for easy carrying 
and storing; other features include 
unbreakable hose of rubber and 
nylon with polyethylene braided 
cover; step-on toe switch, a top 
that unlocks and locks instantly, 
an extra large paper dust bag, cord 
lock and swivel hose. 

Price, $89.95 including 10-piece 
set of tools and carrying kit. 
Eureka Williams Corp., Blooming- 
ton, Ill. 





National disposer 124-A 


National Disposer 


Continuous feed, budget priced, 


This new RCA WHIRLPOOL never needs defrosting in either the refrigerator or 


freezer compartment because frost never forms in either section. So amazing 


is this new method that it will even remove frost from packages of frozen 


food! Foods freeze faster in the freezer because they are “‘blast-frozen”’ just 
like in a commercial freezer. And, because there are no coils inside the freezer, 
even the ice tray shelf glides out. Don’t miss this tremendous sales opportunity. 


Make an appointment today 


with your RCA WHIRLPOOL distributor 
to see the fabulous, new 


GA) Whinkpoel, no.s20s1 


REFRIGERATOR-FREEZER 


RCA WHIRLPOOL . . . America’s first family of home appliances 
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food waste disposer No. 124-A, is 
introduced by National, featuring 
a simplified sink mounting that cra- 
dles machine in a thick rubber 
“whisper ring” to eliminate noise 
and vibration. 

Another feature is the split-ring 
construction that permits installer 
to swivel the top housing chamber 
independently from the Power- 
Pak; to further simplify electrical 
hookup a new built-in combination 
electrical outlet and cable connec- 
tor complete with pigtails is in- 
cluded; a 1-piece stainless steel 
cover blends with stainless sink 
flange and is designed to allow a 
full stream of water to pass, but 
when lightly pressed snaps into 
positive watertight seal; full diam. 
shredding elements and extra high 
shredding ring give greater cut- 
ting area to speed up grinding 
bones and fibrous’ materials. 
Shredding ring is cast in new hard 
stainless alloy and _ precision 
ground to match the 1-piece fly- 
wheel which has 2 double edged, 
heat treated steel biting vanes 
tempered to withstand years of 
use; powered by a specially built 
1s hp. high torque motor. National 
Disposer Div., National Rubber 
Machinery Co., 47 W. Exchange 
St., Akron 8, Ohio. 








Free-standing or built-in, 
these refrigerator-freezers 
have no exterior coils and 
can be mounted flush to 
the wall or side cabinets, 
or completely built-in. 
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—_ deluxe vibrator-activated clipper, 

new roducts =o 13Al1 is included, also a _ profes 

sional hair-clipper with a.c-d« 

1 7 ¥ motor No. 13Bl. Home hair-cut 

ting sets include 6-piece, 9-piec 

and 12-piece sets featuring the 

13A1 clipper; and a 12-piece Pro | 
fessional set with the Professiona 


clipper 


Deluxe clipper features a plas 
tic case; professional-type blades 


handy lever to adjust blades fro 





close-cut to No. 1 cut, “¢ in.; spe | 
‘ial ad r knol or Ss Col i 
Toastmaster blender Clal adjusting nob permits con 
Toastmaster stainless steel frypan 8C1 Toastmaster frypan remote control 1241 pensating for voltage variations 


control No. 12A1, with tempera 
ture dial side-mounted for easy 


Toastmaster Unveils Frypans, viewing and setting. (Models 8A1 shears; tapered barber comb; 


and 8Bl1 aluminum frypans with butch combs of various sizes; tape! 


Nine piece set includes forge 


ing attachment for clipper, oil and 


Bl d d H 4 Cli built-in thermostat controls are 
en er an alr ippers continued in line.) instruction booklet. 


Blenders ['welve piece sets have a brus 
Toastmaster Div., McGraw-Edi less steel; 1l-in. in size, the par Toastmaster’s blender features an apron, and cleaning brush add 
son, announces 2 new frypans with features a cooking guide on handle high and low blending speeds; a tional 
removable, probe-type, automati and an automatic signal light. large 48-oz. mixing container of 
heat control; a 2-speed blender; Another Custom frypan of per clear, hi-impact acrylic plastic; Prices, Stainless steel frypa 
and a complete line of home hai manent-mold aluminum, 8D1, has new type housing encloses self $21.95; aluminum, $14.95; blende 
cutting equipment all the features of the 8C1 in all lubricating motor, enables blende? $34.95; deluxe hair clipper, $9.95 
The square, stainless steel “Cu aluminum. to operate at high speed for longer ets with deluxe clipper, $10.95 t 
tom” automatic frypan No. 8Cl Both frypans feature a new periods without overheating $17.95; professional clipper, $25 
features a “wedding” of stainless “52-X”" element, 32%-in. long and . r F and in a 12-piece set, $29.95. Toast- 
steel and aluminum—the bottom square shaped; both are immersi Hair Clipper Line master Div., MceGraw-Edison Co., 
of pan is aluminum forged to stain ble, equipped with automatic probe In the new hair clipper line a Elgin, Il. 


Now...ave these experts plan the 
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ermador refrigerator-freezer TSR-21A 


Thermador Bilt-In 
Refrigerator-Freezer 


Thermador’s new “Masterpiece” 
PSR-21A Bilt-in refrigerator- 
freezer replaces the model TSR-21; 
front exterior has been redesigned 
‘ol streamlined and _ functional 
tvling; anodized ribbed aluminum 

ich strips reduce fingermarks; 
isy grip handles open doors with 
ight pull; safety doot latches 
permit door to open from inside; 
‘ull length louvers allow’ proper 
ilr circulation; 14.2 cu. ft. capac- 
ty: 10.2 cu. ft. in automatic de- 
frosting refrigerator and 4 cu. ft. 
n separate lower freezer section; 


ily installed: no vents, flues o1 




















































extra bracing required; completely 
self-contained; separate dairy 
shelf holds 19 qts. milk and rolls 


on nylon casters full length; 


doors have racks for cartons, large 
bottles and cans as well as sepa 
rate thermostatically controlled 
butter keeper and 4 separate ‘2 
doz. egg containers; available in 
right- or left-hand door in stainless 
steel or 5 decorator colors: copper, 
sugar white, turquoise, yellow o1 
pink. 

Price, $799.95. Thermador Elec- 
trical Mfg. Co., 5119 District Blvd., 
Los Angeles, 22, Calif. 





Fasco Functionaire Hood 


Fasco Range Hood 


Functionaire, a prewired, low 


priced power range hood _ intro- 
duced by Fasco has a powerful ven- 
tilator and over-the-range light in 
a modern, slim trim styling. Comes 


30-, 36- and 42-in. lengths; 2 


finishes: antique copper and satin 


chrome steel; suitable for use by 


volume builder; design and prewir- 
ing cuts installation time and ex- 
pense. Fasco’ Industries  Ine., 
Rochester 2, N. Y. 





Jefferson Suspense 


Jefferson Clocks 


Jefferson announces two new 
clocks “Suspense” and Jefferson 
500”. 

“Suspense” employs an adapta- 
tion of the original Jefferson “see- 
through” dial on which the hands 
of clock seem to “float” with no ap- 
parent source of movement. Hands 
are attached to a plexiglas disc 





Jefferson 500 


which is suspended by a_ beaded 
chain in front of glass dial; chain 
moves disc and minute hand one 
complete revolution every hour; 
hour hand, driven in synchroniza- 
tion by a reduction gear, makes a 
complete revolution every 12 revo- 
lutions of the minute hand and 
disc; frame and base 24-ki. gold- 
plated, as is numerals on glass 
dial; clock weighs 7%4-lbs; 13%4-in. 
high and 9%po-in. wide. 

“Jefferson 500”, patterned after 
ship’s compass for desk or den; 
finished in polished chromeplate, 
satin-finish brass hands, red sec- 
ond hand, black dial; numerals and 
accent lines on dial etched in gold; 


black plastic base has takeup key 





The fabulous kitchen designers of LIVING FOR YOUNG HOMEMAKERS 


will custom design your prospects’ kitchens to give 


you 2 big advantages... 


First... you are relieved of 
kitchen planning problems. 
Makes it easy to sell kitchens 
. . no more fuss or bother. 


Second... you get the most 
powerful sales-closing tool 
ever offered . . . a kitchen cus- 
tom designed by a leading 
magazine’s experts especially 
for your prospects. 



















LOOK WHAT YOUR PROSPECT GETS! 

Complete visualization of an individually-planned kitchen which includes: 
(1) a beautiful perspective rendering of the kitchen in either full color 
or black and white, (2) a detailed floor plan and elevations, (3) a 


SEE YOUR RCA WHIRLPOOL DISTRIBUTOR 
OR MAIL COUPON TODAY FOR DETAILS % Kitchen Soles Division 


Re) Whinkprl KITCHENS 


| 
| 
RCA WHIRLPOOL . . . America’s first family of home appliances | 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan | 
| 

| 

| 

| 


Join up! ...it’s easier to sell 
RCA WHIRLPOOL than sell against it! 
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Whirlpool Corporation, St. Joseph, Michigan 


Name 
Firm Name 
Firm Address 


complete bill of material for the equipment. 


Please send me complete information about the new Kitchen 
Planning Service for RCA WHIRLPOOL kitchens. 


Title 


Zone State 


4 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Jefferson (cont'd 


































age space for section of 
rd not in use; weighs 3 lbs. 
Other clocks in line: “Golden 

Hour” “Golden Helm”, “Golden 


Minute” and “Golden View”’. 





Prices, “Suspense,” $50; “Jeffer- 


Almarco Frypan ala Casserole 





500”, $19.95. Consumer Prod- 
uets Div., Jefferson Electric Co., 


\ 
Bellwood, Tl. Almarco Frypan 
Burgess knife sharpener K-225 
Available in 3 decorator colors 
rust, green or turquoise, in a high } 


Burgess Knife luster porcelainized finish as well as 
Sharpener a standard polished aluminum fin | 


Knapp-Monarch Redi-Icer’’ attachment ish; features include extra handle 
This hand-type knife sharpener which converts frypan into a cas- 





duplicates the “honing action” erole serving dish; sealed-in Cal- 
Knapp-Monarch stroke; instead of grinding with a rod element permits utensil to be 
Waring Executive Package R di ' rotary wheel, it strokes’ knife immersed in water for washing; 
edi-ticer blades 7200 times a minute with a temperature dial built into plug-in 
Waring Executive Knapp-Monarch announces an specially-shaped stone; held in control unit provides correct cook- 
ice crushing attachment, Redi-Icer, hand while using; no counter space ng temperatures for frying, brais- 
Package for use on any model K-M Liquid- needed; stores in drawer; guides in ing, boiling, baking etc; tight-fit- 
Package contains a _ portable izer; crushes ice, fine or course; sharpener top assure that all sharp- ting metal cover; heat-resistant 
electric drink mixer; deluxe Blendor gets power from the Liquidizer; ening is done at correct angle; handle. 
and Waring’s 2 Blendor attach- 7%-in. high, 6%-in. long 4-in. wide; ivory melamine with russet vinyl 
ments—coffee mill and the Ice Jet; packed with cup which has 54 cu. in. trim. Price, $24.95 including cover. Al- 
entire group color coordinated in capacity or 30 liquid ozs.; Knapp- liance Mfg. Co., Inc., Alliance, Ohio, 
antique white and charcoal. Waring Monarch Co., Bent and Potomac Price, $11.95. Burgess Vibro- Div. Consolidated Electronics In- 
Corp., 25 W. 43, N. Y., N. Y. Sts., St. Louis 16, Missouri. Crafters Inc., Grayslake, III. dustries Corp. 





NEWEST, LOWEST-COST 





Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! ‘ 


e of trodemorks ag and RCA authorized by trademark owner Radio Corporation of America AVAILABLE IN GAS OR ELECTRIC MODELS 
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prime coat for color matching. around outer edge of dial, passes 





Chambers has a complete line of through a tunnel between 7 and 8 
other refrigerators and freezers numerals; other features are cen- 
ranging from 8 to 30-cu. ft. for ter hand-set knob, white enameled 
separate over-and-under, or side- case; 67. in. diam.; mounts flush 
by-side installation. All models with wall. 

J come in finishes to match othe Price, $5.98; Westclox div. Gen- 
Chambers appliances. Chambers eral Time Corp., LaSalle, Peru, Il. 
Built-Ins, Inc., 2012 N. Harlem 





Ave., Chicago 35, Ill. 








: | 
I 
\ 
Chambers built-in refrigerator-freezer 126 
BIRF Mouli coffee and spice mill 
. Mouli Coffee and 
h Chambers Refrigera- ; : 
pa Spice Mill 
in ) tor-Freezer Designed to grind coffee beans, 
lle Self-defrosting refrigerator- nutmegs, poppy seeds, almonds, 
iS- freezer with 10.8 cu. ft. refrigera- lisse setan-ons Seeiaes wheat kernels etc to any desired 
al- tor and a 6.5 cu. ft. freezer has fineness from coarse to powder; 
be refrigerator space located atop specially designed blade revolves 
iv: freezing space; separate hermeti Lasko Toaster > high speed; coarse ground coffee 
-in cally sealed condensing units for An automatic pop-up toaster at takes 5 to 7 secs; medium percola- 
»k- refrigerating and freezing; both popular price is announced by tor grind, 10 secs; powdered grind 
is- compressors may be serviced from Westclox “‘Choo-Choo” clock Lasko. Features include full-range for Expresso, 12-15 secs. 
fit- front without removing unit from color control dial; hinged crumb Constructed of steel with rubber 
ant built-in position; easily installed tray; mahogany-colored thermo- feet for non-slip action on table 
in a wall space 3-ft. wide 7-ft. high Westclox Clock plastic cool handles; chromeplated tops; seamless metal container for 
and 2-ft. deep; no special base or “Choo-Choo” a new number in finish; 1-year guarantee; 950 watts. items to be ground plus a clear 
Al- framework required since unit is children’s novelty clocks is a stur- 110 to 120 volts; a.c. or d.c.; weighs plastic cover. 
hio, completely self-contained. Fin- dy wall clock; dial face has farm- 56 Ibs. Price, $12.95. Mouli Manufactur- 
In- ishes available are antique copper land scene in color; toy train Price, $11.95. Lasko Metal Prod- ing Corp., 91 Broadway, Jersey 
or stainless steel; also silver-gray moved by sweep second hand goes ucts, Inc., West Chester, Pa. Ciy,-6,. N..3. 


WRINKLE-FREE DRYER 


with the RCA WHIRLPOOL brand name...one 
demonstration convinces you it has more top quality 
features at a lower price than any other 
dryer...it’s the profitable one to sell, now! 





Wrinkle-free Infinite 
drying... heats... 


gives you a terrific selling with 3 marked settings 
edge! During the last 10 that assure the proper 
minutes of operation heat for every fabric. 
there is a special cooling- Clothes dry more thor- 
fluffing period for oughly, evenly . . . softer, 
wrinkle-free drying of fluffier than ever, as the 





wane MED. 





— 
} 
| 






P Wash ’n Wear fabrics. heat is tempered before 

: \ Even regular fabrics dry me it reaches the clothes and 

taaaed more smoothly . . . many then circulated in a 
. need no ironing at all! Se scientific pattern. 


ee 


7 rour &A Whinlpoot DISTRIBUTOR 


C MODELS RCA WHIRLPOOL . . . America's first family of home appliances Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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- YES, YOU CAN 


NEW Chomas’ HOME MUSIC CENTER 


e Electronic Organ 

e 4-speed STEREO phonograph 

ie e True HI-Fl STEREO sound system 
a gage ©e AM-FM tuner inputs 


Fresh’nd-Aire 








Heaters HAS EXCLUSIVE 
Headlined by 3 Jet-heat models, ER!” 
Cory Corp. unveiled 7 new Fresh- “BUILT-IN TEACH . 


’nd-Aire automatic heaters plus a 


new humidifier. NO 


Jet-heat models feature special NO 


Jet-heat ribbon elements’ which TEACHERS 
provide instant heat at touch of SPECIAL 
SALESMEN! 








pushbutton; provide radiant, fan- NEEDED! 


forced and convection heat in a 
choice of hi-heat or lo-heat; all 3 
models offer a combination of hi-lo 
wattage in 1320 and 1650 watts. 

Model H-836 TV heater features 
a stand that pivots left or right, 
up or down; special visual thermo- 
stat has red gauge indicator, sable 
brown baked enamel finish with 
copper-finished TV stand and grille 
and carrying handle. 

Super-heater H-936 features a 
tip-over safety switch, safety 
guard and light; sable finish with 
copper-finished grille; the same 
model, H-736, pushbutton portable, 
also available with Jet-heat ele- 
ments, duo-wattage and sable and 
copper finish. 

Twin-dial automatic H-636, fea- 
tures slim, low horizontal housing 
in cream beige cocoa brown baked FU LL PROFIT MARGIN! 
enamel with gold-finished Saf-T 
stand and grille; twin-dial controls NO DISCOUNT HOUSE COMPETITION! 
have one used as an automatic FAIR TRADED AT $899.50! 


thermostat and the other for hi- 
Rae, Se-Rens Se Gey See ae pve A THOMAS EXCLUSIVE! The new Thomas Organ in the past 5 years, and you know how Stereo Hi-Fi is 





vides fan-forced, convection heat STEREO HI-FI Combination is the only instrument to skyrocketing! 

mies pangs eong pe Coereetiages combine a fine organ with the hottest thing in home IN THE DYNAMIC HOME ORGAN BUSINESS, THOMAS HAS 
H-4803 and H-4806 Heaterettes entertainment STEREO SOUND! Your profits are pro- JUMPED TO NO. 2 IN JUST 2 YEARS! Reasons: Thomas 

feature swivel mountings with spe- tected by Thomas’ closely-held franchise organization. As builds consumer demand into every organ. Because of our 

cial friction locks so fan-forced heat a Thomas dealer, you have no price competition... sell exclusive patented circuits, we can price them well under 

can be directed at any angle; both at full retail! comparable instruments. And—the organ Hi-Fi combina- 

have hammertone brown and gold CASH IN NOW ON THE TWO BIG TRENDS IN HOME tion is only offered by Thomas! 

finished housings; H-4803 1320 ENTERTAINMENT—Hi-Fi and Organ—in One ‘‘Self- Franchises are still available in some localities. If you are 

watt; H-4806, 1650. Selling” Showpiece! The exclusive new Thomas Organ able to promote and merchandise this product, we may be 
No. H-536, with duo-wattage— and Hi-Fi Combination is a “sales natural” for today’s able to offer you the hottest deal in home entertainment 

has automatic thermostat, pushbut- market. Electronic organ sales have multiplied 7 times today! 


ton controls, safety guards; beige 
and cocoa brown. 


New humidifier, No. 700B, washes LOADED WITH SELLING FEATURES! 


filters and humidifies up to 6,000 


cfm. per hr; filters dust, lint, pollen, 7 WE QRGAN: Two-keyboard versatility, thanks to exclu- | DUAL CHANNEL PREAMP-AMPLIFIER SYSTEM: Each ot 





net cig inaata sive Solo Control. Exclusive Dial-A-Tone Controls for a the two 20-watt peak power amplifiers has 3 speakers 
icon No. H-836. $34.95: H- wide range of effects. Continuously Variable Vibrato. 10” bass, 6 mid-range, 5 tweeter —with crossover net- 

936. $39.95: J-736 $99.95. “aoc Peel Variable Bass Control. Full 13-note, 16-foot pitch pedal works. Dual amplifiers give full frequency response from 
-_ ‘ i , bass. Full 4-octave keyboard. Expression pedal 30 to 15,000 cycles 


ette, 14.95; H-536, $19.95; humidi- 
fier 700B, $49.95. Fresh’nd-Aire THE STEREO PHONOGRAPH: 4-speed automatic changer, INPUT-OUTPUT JACKS: Provision for both monaural and 
Div., Cory Corp., 3200 W. Peterson with dual needles (diamond LP and sapphire for 78s) in stereo external input from AM-FM tuners or tape deck 
Ave., Chicago 45, Il. ceramic cartridge, plays stereo and monaural discs. Se- Output for additional speakers. Monaural and binaural 
lector switch permits playing organ along with recording earphone jack. 
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New Products 


SELL ORGANS! 


NO STUDIO NEEDED! NO TEACHER PROB- 
LEMS! The exclusive Thomas record album 
of organ instruction is the easiest way of 
learning the organ yet devised. Customers can 
put the lesson record on the built-in 
phonograph—play the organ from the first 
night! A full year’s course (48 lessons) on 
1 4 LP records. In gold and white embossed 
leatherette album. Advertised at $50, it’s 
yours at low factory cost as the perfect 
‘clincher” to a full profit $899.50 sale! 


SELLS ITSELF! “BUILT-IN SALESMAN” DE- 
MONSTRATES, SELLS FOR YOU! Just put the 
special self-selling record on the built-in 
phonograph. Customers get a full demonstra- 
tion of both phonograph and organ. It’s true 
hi-fi reproduction—and it’s automatic! The 
new Thomas HI-FI Combination will sell 
itself! 
















DETROIT’S HOT’N’KOLD 
STORES SELL 30 THOMAS 
ORGANS IN FIRST WEEK! 


Hot ’N’ Kold never handled organs before. Took on 
the Thomas line as an experiment to test organs as a 
new source of profit. Within a week, 30 units had been 
sold. Within a month, 72 units moved off the floors— 
at full retail! 








Vornado heater HAI3A-1 

































Vornado Fan Forced 
Heaters 


Four new Vornado fan-forced 
heaters are announced by O. A. 
Sutton Corp. Top of line models 
HA13A-1 and HAI6A-1 in 1320 
and 1650 watt sizes respectively 
use ribbon-type element for im- 
proved heat effect; new shaped rib- 
bon holder forces maximum heat 
reflection from back surfaces; high- 
ly polished reflectors, especially 
treated for maximum heat refiec- 
tion; silver anodized and extruded 
front grille presents a warm red 
glow over entire face of unit while 
operating; top mounted control pro- 
vides on-off switch and infinite ther- 
mostatic adjustment in single con- 
trol; special plunger type “kick 
over” switch safety feature; impel- 
ler-type forced draft-fan; non- 
seratch feet; weighs 16 lbs; meas- 
ures 17 in. wire, 15% in. high and 
6% in. deep. 

HB13A-1, a 1320 watt unit rec- 
tangular shaped has top control 
switch and thermostat; safety 
switch prevents operation in any 
but upright position; stamped 
aluminum grille; 13% in. wide, 
121%. in. high and 6 in. deep. 


Hot ’N’ Kold has quickly followed up with a big re- 
order of each of the Thomas line of organs. 





BIG NATIONAL ADVERTISING CAMPAIGN — 
FULL CO-OP ADVERTISING ALLOWANCES WITH 
AMERICA’S FASTEST-GROWING LINE! 


OVERTURE — CHORD ORGAN — 


Has many, many More chords more 







features not found on keyboard...and 


organs costing much easiest of all to play! 


more ! List $695. List $795 
















CHORALE — CONCERTO — 








Lowest-priced New! First transistor Percussion. Pre-sets ! 








two-manual on the organ under $1,000! America’s fastest-selling, 





















market! List $895 Couplers! Percussion! high-quality home 


List $999.50 organ. List $1195! ’ 





i-Fi is 

iS HAS 

= CALL, WRITE, WIRE FOR FRANCHISE INFORMATION! 
> ALLIED APPLIANCE KEYBOARD PEIRCE-PHELPS, INC VANGUARD WM. F. WINSTROM IN CANADA: 

| under COMPANY DISTRIBUTORS, INC 2000 No. 59th St DISTRIBUTORS, INC ORGAN SALES MERCURY IMPORTING 

mbina- 111 Berkeley Street 1143 Santee Street Philadelphia 31, Pa 1262 E. 38th St 1825 S. Shore Drive & DISTRIBUTING CO. 


Boston 16, Mass. 
HAncock 6-6400 


Holland, Mich 
EDgewater 5-5492 


Los Angeles 15, Calif GReenwood 7-9000 Cleveland, Ohio 


Richmond 7-7201 THE ROYCRAFT CO EX 1-1800 


376 Niagara Street 
Winnipeg 9, Manitoba, Canada 





you are 
may be 
inment 





ach of 
-akers 

ver net- 
se from 


ural and 
ye deck 
binaural 





D&H DISTRIBUTING 


DAY MUSIC COMPANY 


1625 Hennepin Ave 


GLobe 2-8311 


OMPANY, INC Wholesale Organ Division Minneapolis, Minn. 
025 Worcester St 808 SE. Mowison Federal 6-8881 
Baltimore 30, Md Portland, Ore 


sAratoga 7-5100 


ELECTRONIC ORGAN 
DISTRIBUTORS 

2433 E. Seven Mile Road 
Detroit 34, Mich 

TW 1-3200 


FOSTER-SILVEY CO 
47 Irby Ave., N. W 
Atlanta 5, Ga 

CEdar 3-3817 


GENERAL APPLIANCE CO 


1101 Harney St. 
Jmaha 8, Nebraska 
WE 4620 


HOLLANDER & COMPANY 


3900 West Pine Bivd 
st. Louis, Mo 
)Live 2-3900 


GOE BROS., INC 

35 Halsey St 

Newark 2, New Jersey 
MArket 4.2000 


BEimont 4-0355 


LONE STAR 
WHOLESALERS, INC 
8000 Ambassador Row 
Dallas, Texas 
Fleetwood 7-1885 


LONE STAR 
WHOLESALERS, INC 
411 N. Medina St 
San Antonio, Texas 
CApitol 6-2247 


NEW YORK ORGAN 
DISTRIBUTORS, INC 
54 Canal Street 

New York 2, N.Y 
WAlker 5-2407 


RADIO EQUIPMENT 
COMPANY 

1500 Stadium Drive 
Indianapolis, Ind 
MElrose 5-6453 


ROTH APPLIANCE 
DISTRIBUTORS, INC 
647 W. Virginia St 
Milwaukee 4, Wis 
BRoadway 1-1111 


THE SAMPSON CO 
2244 So. Western Ave 
Chicago, Ill. 

Virginia 7-6363 


SUPERIOR 
DISTRIBUTING CO 
1601 Baltimore Ave 
Kansas City 8, Mo 
Victor 2-0151 


N. C. TEAKLE 
COMPANY, INC. 
3242 Telegraph Ave 
Oakland, Calif. 

OL 8-1701 


TEMPO ELECTRONICS 
1520 Wazee St. 

Denver 2, Colo 

DUdley 8-2921 


R 
Phomas orcan co. 


Division of Pacific-Mercury Corporation, 


8376 Hayvenhurst Avenue, Sepulveda, California 


Rush complete details on a Thomas franchise! 


Address 





City ae Zone State 





l 
I 
l 
| 
l 
l 
| Name— 
l 
| 
| 
| 
I 
l 
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Vornado heater HC13A-1 


HC13A-1, 1320 watt unit mount- 
ed on 3-point modern stand; sturdy 
base; unit heats with a coil wire 
element; air is fan-forced into 
room; carry-about handle on top 
for easy mobility; 9% in. wide; 
10% in. high 7% in. deep. 

Prices, From $12.95 for HC13A-1 
to $29.95 for HA13A and HA16A 
models. The O. A. Sutton Corp., 
Inc., Wichita, Kansas. 
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Another year-early dividend on NORGE 


xclucive NORGE 


INJECTS ANY OR ALL WASHDAY 


a8 


CF. 








‘Fabric Formula” for wonder products by adding 
amount to wash and rinse at right time! 


You can prove by actual demonstra- 
tion how Norge re juvenates clothes! 


Cleaner with TIDE. Reserve Clean- 
ing Power assures cle; anest clean 
under the sun! 


Whiter with BEADS-o’-BLEACH. 
Powerful, dry c¢ hlorine bleach gets 
even dingy shirts extra white! 


Brighter with favorite WATER 
CONDITIONER. Soft-water super 


rinse means no more yellow...no 


more gray! 


Softer with STA-PUF. Restores lux- 
urious like-new fluffiness to all wash- 
matted fabrics. 


NORGE 
MATCHING 
LAUNDRY PAIR 


Norge “Fabric For- 

mula” Dryer is also 
loaded wit h demonstra- 
tion dynamite... Fabric 
Guide, 4-way drying, 4 
heats, automatic 
WRINKL E-OUT, 3- 
position Hamper-Dor. 


Model AWW-502 Washer & DG-500 Dryer 
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5-YEAR PROGRAM of feature development... 


DISPENSOMAT WASHER 


WONDER PRODUCTS...AUTOMATICALLY! 


The right "Fabric Formula” for Washing 
Action With Follow-the-Do} Simplicity! 

— tite ‘ Customer just dials fabric she’s Washing 

and points knobs at dots. In seconds she 


gets right wash speed, spin Speed, time 
cycle, water temperature, automatically, ., 


Plus: New Lint Filter teams y P with over- 


FS NALUE-PACKED 
VOLUME BUILDER 


Two-Cycle 
WASHER 


© Normal Cycle for regular loads; Short for dainty things 
@ Exclusive 3-way filtering of lint, sand, and scum 

@ Exclusive 2-speed agitator e 5-way Super Rinse 

© 5-year warranty on transmission components 


MADE TO SELL Ss ye 
FOR ONLY 
ave-250 


istri Right Now! 
Call your NORGE Distributor Rig 3 E et 5 _ 
4 4 0 ‘ { C q re ‘erporation, Merchandise Mart Plaza, Chicago 54, Illinois. 
a yr Wes. nate psn token eek Chicago 3, iilinois 
Canada: ion's ” 
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How does Good Housekeeping Magazine win a woman's 
confidence? 


* It investigates every product advertised in its pages. 


* It checks every single claim made for those products 
advertised. 


* It guarantees replacement or refund of money if the 
products do not perform as advertised therein. 


Good Housekee 


A HEARST MAGAZINE 


& 





and 
»\ the 
rest 
is 
easy! 


No wonder more than 12,350,000* readers believe what 
they read in Good Housekeeping—the magazine that 
gives them more than twice as many pages on home 
furnishings, appliances and homemaking equipment as its 
nearest competitor. Be sure you're selling | >vr prod- 
ucts with confidence...the unique confide ice vou get 
in Good Housekeeping. ""*"™ 


*Loo, ’olitz Study 


* 
pine CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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GU 
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WY POLY PAK! 


FREE WIRE RACK helps you merchandise new con- 
venience package of two No. 2LP flashlight bat- 
teries. Dealer package—free wire rack and 96 batter- 
ies (48 Poly Pak sales of two batteries each). 


NO. 96WR ; .Display list price $19.20 





RAY-O:VAC ey 

2 
the difference © 
the d 









revo) Imperial: 


FLAseerGuTs 


M533 DISPLAY—COLORFUL! DIFFERENT! 


98c IMPERIAL FLASHLIGHTS in three lustrous 
metallic finishes and contrasting flared polyethylene 
lens rings. Assortment, left, includes six flashlights 
with colorful free display List $5.88 


o> F lashiights) 


PENOASLE PORTAGLE LIGHT 


M250 ASSORTMENT—NEW STYLING! 


New stream-styled line featured on display, left, 
holding four A22R regular, one A32R three-cell, and 
one A12R baby flashlights. Complete in unit dealer 
package ~ List $11.64 


TEAR OUT! 


Ray-O-Vac gives you 


that puts more se 


x 


a. 


YOUR “SCOOP” FOR THE FALL § 
CAMPERS' MODELS WITH BETTER, 
NO.303 SPORTSMAN” LANTERN chro 
.. adjustable sealed-beam spotlight 
flasher swivels in all directions, switch 
platform completely covers and prote 
6-volt SPORTSMAN Lantern Battery. 


NO. 304 SPORTSMAN” CAMPERS’ LI 

one! Glareless—bulb recessed out of s 
than 180 degrees, throws powerful spot 
of ted. in easy#inger-reach of carry 


; ‘Tl ties. bist price $1. 
wo. wil Wleshe He —— 


“NO. 30 without flasher. a : ” ei 9. 5 : i “fe i TITTY 17) 
Both with No. 918 conlod tae 2 : 4 






gna NALARIAA ANN a) 


es . : Wis er 


Y yy 


s more sell in your flashlight and battery business 


The product that sells is the product that’s better, different. 
For example, the Ray-O-Vac 2LP Flashlight Battery—the 
LEAK PROOF battery sealed-in-steel . . . made better to stay 
fresh for years. More than 3 billion sold, along with count- 
less other Ray-O-Vac products with a difference. This year, 
even more than before, Ray-O-Vac offers the sparklingly 
new, different lanterns, flashlights, batteries that make 


your customers want more, buy more. 


Free display, left, holds 48 famous sealed-in-steel Ray-O-Vac No. 2LP 
Flashlight Batteries, two S22F SPORTSMAN Flashlights, two each 
popular J22R and B99 Flashlights. Retail prices range from 98c to $1.95. 
Packed in unit dealer package 


NO. M100, with free display List price $17.84 


4 i - 4 ‘ 
Timiend Langer 
' FOR THE FALL SEASON—SEALED-BEAM AND 
9ELS WITH BETTER, DIFFERENT FEATURES! 
MAN® LANTERN chromed steel, better in every detail 
ealed-beam spotlight is shock-absorber protected, 
1 all directions, switches built into handle. Rainproof 
tely covers and protects top of new sealed-in-steel 
AN Lantern Battery. 


SMAN® CAMPERS’ LIGHT flood lamp and spotlight 

bulb recessed out of sight... yet head swings more 

, throws powerful spot wherever desired. Switch at top 
yitinger-reach of carrying handle. Fla’ 


| blight. ‘bist price $1.95 more 
, 


/ om 


‘Sy eweeeyy. 1H 
iidj } 





TU 






FAMOUS RAY-O-VAC 2LP The battery that's made better. The 
leader since 1939—the LEAK PROOF battery sealed-in-steel! Over 
three billion sold. Your customers see, feel, buy the difference 
and come back for more, because sealed-in-steel Ray-O-Vac bat- 
fr f List 20c 


teries stay Ttresn tor years 


NEW, EXCLUSIVE SPORTSMAN’ 5LP Battery news worth pointing 
t ustomers! 50% more life (L.I.F. test) for only one nickel 


world's biggest nickel’s worth of light! List 25c 


owerful magnet, 
embedded in nyion housi 
the switch. Entire 
gauge, cn 
ti action slide switch. Full size, vacuum 


separate from 
construction of heavy- 
e-plated steel. Tested, posi- 


aluminized reflector for more perfect spot, 
piercing beam. Knurled barrel for sure grip 
modern styling. Red warning glow, poly- 
ethylene lens ring. 


List per Magnet Light $1.99 
ML1i2 Baby Magnet Light List $1.89 


TWO DISPLAYS IN ONE—No. M375 Dis- 
y Package with six Magnet Lights—one 
1 f 


ull-color counter card shown above 


left, five in display sleeves, as shown left 
List price per display $11.94 
No. M374 Contents: 4—ML12 Baby Magnet 
Lights, 1 on card—3 in display sleeves 
List price per display $7.56 


~_— 
TEAR OUT 5 


> 
No. 303 SPORTSMAN 


Lantern with flasher, $12.40 
list. 


No. 301 without flasher, 
$9.95 list 


No. S22F SPORTSMAN 
Flashlight $1.95 list. 


Ray-O-Vac No. 2LP Flash 
light Battery 20c list, No 
5LP 25c list 


No. 304 Campers’ Light 


No. 918 6-volt SPORTS 
MAN Lantern Battery 
$2 45 list 


Ask your 
Ray-O-Vac distributor 
for these better products. 


No. 96 WR Wire rack dis- 
play of No. 2LP Batteries 
in poly paks $19.20 list 


No. M533 Display of 98c 
IMPERIAL Flashlights 
$5.88 list 


“No M285 Display of 

SENTRY Flashlights $7.14 

list 

No. Lr Assortment of 
Line Flashlights 

sn .64 list 


No. ML22 Magnet Light 
$1.99 list 


No, ML12 Baby 
Light $1.89 list. 
No. M375 Magnet Light 
Display $11.94 list 


No. M374 Baby Magnet 
Light Display $7.56 list 


Magnet 


tune in 7 A.M. to 8:30 A.M. 


it's the DIFFERENCE that sells 
Ray-O-Vac to your customers. 


Every weekday everywhere, tune in and 
see how your station rebeams the 
Ray-O-Vac spot announcements for more 


appeal to its audience, your customers 


RAY-O-VAC COMPANY 
Madison 10, Wisconsin 


a division of 
The Electric Storage Battery Company 


Litho in USA 


a 





new products 


Oster knife and scissors sharpener No. 484 


<3 


<2 


Oster 4-way massage pillow 


Oster Announces Hair Dryer, 
Knife Sharpener and Pillow 


\ portable travel Airjet hair 
dryer No. 208C, a combination 
knife and scissors sharpener No. 
184, and a 4-way massage pillow 
are announced by Oster. 

The new portable, packable, Os- 


Oster Airjet hair dryer 


Airjet hair dryer folds down to 

mall compact unit for traveling 
and is encased in a red simulated 
alligator travel kit; like the home 
model, it has a long-life element, 
lifetime lubrication, automatic 
thermostat to prevent overheating; 
fingertip controls regulate hot and 
cold air streams; easily held in 
hand for spot drying and balanced 
for table-top use; tilts to any an- 
gle; chrome housing; a.c.-d.c. mo- 
tor; vinyl plastic hood for those who 
prefer hood-style drying. 


Knife and scissors sharpener No. 
184 has clutch action to prevent 
damage to knife or motor burnout; 
fine-grained aluminum oxide hones 
knives or scissors without marring 
or scratching blade; non-metallic 
guide insures controlled sharpen- 
ing; for precision scissors sharpen- 
ing the unit features a special scis- 
ors rest; may be mounted on wall 
or used on table; white acetate 
housing; permanently lubricated; 
115 volts, 60 cycles a.c.; 40-watts. 

Massage pillow features 4-way 
action which permits 2 intensities 
of massage: on entire surface of 
pillow; or “pin-pointed” to relieve 
tension, fatigue or nerves; a flip 
f hi-lo switch provides gentle or 
vigorous massage over whole area; 
for localized benefits pillow can be 
reversed and switch-controlled for 
soft or strong vibrations; suitable 
for feet, legs, thighs, hips, stom- 
ach, sides, back or shoulders, si- 


lent; soil-resistant vinyl cover. 
Prices, Hair dryer, $24.95; sharp- 


ener, $14.95; massage pillow, 
$19.95. The John Oster Mfg. Co., 


Milwaukee, Wis. 





Cory Buffet Queen AP-32 


Cory Percolator 


Cory’s Buffet Queen automatic 
percolator perks 10-cups coffee in 
11-min., or 32-cups in 23-min.; sig- 
nal light blinks red when coffee is 
ready to serve; lo-heat element 
keeps coffee “drinking hot” for 
hours; swivel spigot for pouring; 
heat-proof footed base and carry- 
ing handles; chrome and ebony. 

Price, Cory Corp., 3200 
W. Peterson Ave., Chicago 45, Ill. 


Sessions ‘‘Cambridge”’ clock 


Sessions Clocks 


Four new clocks were introduced 
by Sessions—“Cosmos,” ‘“Cam- 
bridge” “ 


” 


Lorelei” and “Cheer”. 
“Cosmos”, newest addition to 
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Sessions line of cordless electric 
decorator wall clocks, hangs on 
wall like picture, eliminating cords; 
operates for l-year on _ self-con- 
tained mercury batteries; white 
dial in brushed brass or silver. 

“Cambridge”, an 18-in. decorator 
wall clock, features imported Eng- 
lish brass platter with hammered 
pattern surrounding modern face; 
patina or brass finish. 


“Lorelei”, oval-shaped boudoir 
clock, less than 7-in. wide; comes in 
ivory, non-luminous dial; blue or 
pink with luminous dial. 

“Cheer”, kitchen clock, has easy- 
to-read numerals and white dial; 
comes in white or red case. 

Prices, “Cosmos”, $34.95; “Cam- 
bridge”, $21.95; “Lorelei”, $6.95 
and $7.95; “Cheer” $4.95. The Alli- 
ance Mfg. Co., Inc., Alliance, Ohio, 
Div., Consolidated Electronics In- 
dustries Corp. 





Mary Proctor ‘Masterpiece’ toaster 


Proctor Toaster 


Styled by Raymond Loewy, the 
Mary Proctor “Masterpiece” toast- 
er is equipped with a Select-ronic 
color beam that guards color and 
uniformity of toast at a finger’s 
touch; color beam, on golden end 
panel of model 20,000 is integrated 
in lucite which when illuminated 
indicates exact shade of toast de- 
sired, and automatically toasts 
bread to desired brownness wheth- 
er fresh, stale or frozen, even re- 
heats cold toast without affecting 
original color. 

Other features include high spot 
handles for easy lifting while hot; 
fast opening crumb trays; square 
styling; end panels in 24-kt. gold- 
plate, silver, bronze or gray-linen 
formica; jet speed element; 5-year 
guarantee. 

Price, Gold model with Selec- 
tronic color beam, $22.95; copper, 
silver or gray-linen formica $19.95. 
Proctor Electric Co., 700 W. Tabor 
Rd., Philadelphia, Pa. 


Shetland ‘‘Floorsmith’ T-11 


Shetland Floorsmith 
Polisher 

Floorsmith, a new electric rug 
cleaning floor polisher which au- 
tomatically dispenses scrub water, 
wax or rug shampoo is announced. 

A trigger on handle releases the 
proper amount of wax, scrub water 
or rug shampoo from a reservoir 
in the handle through an opening 
between brushes; scrub water and 
wax spread evenly under a latex 
sponge applicator in base; reser- 
voir can be removed for washing 
and refilling; twin high-speed 
brushes revolve at 600 rpm. 

Equipped for manifold uses with 
2 sets of scrubbing brushes, lambs 
wool buffing pads, the rug cleaning 
unit automatically adjusts to every 
rug thickness; royal and pale blue. 

Price, $59.95. Shetland Co., Lynn, 
Mass. 


Coolerator Custom dehumidifier CDAB24 


Coolerator 
Dehumidifiers 


Coolerator Div., announces its 
1959 dehumidifier line, CDAB24 
Custom and CDB24 Super. Fea- 
tures include overall dimensions 
reduced by 7%-in. high, %-in. wide 
and 2%-in. deep from 1958 models. 

New models remove as much as 
3-gal. water from air daily to pro- 
vide protection against mildew 
dampness, rust, warping “sweat- 
ing” of basement walls and pipes. 

Available with or without Hu- 
midstat control, all are equipped 
with hose-connection fittings for 
attaching standard %-in. garden 
hose coupling and have 8-qt. water 
collector containers which are ac- 
cessible from rear; large free- 
swiveling casters. Coolerator Div., 
McGraw-Edison Co., Albion, Mich. 

























General Ele 


ERE are instruments acoustically engineered for the ulti- 
H mate in listening pleasure. Years-ahead styling and ad- © ’ " 
vanced performance characteristics make these new General / 
Electric full fidelity phonographs outstanding values—at prices / 


everyone can afford. All have four-speed turntables with auto- 
matic shut-off; play records automatically or manually and 4 
. . . - : ; | 
intermix 10 and 12-inch records of same speed. 


General Ele: ire Phonographs are ba ked by the lar Gest fle d CTU 


Automatic Four-Speed Portable. \n unbeatable 
combination! General Electric full fidelity sound 
and a low, low price. Handsome, two-tone blue 
pyroxylin-coated fabrics cover a strong wood 
case. Acoustically contoured grille of high-impact 
polystyrene. Ceramic cartridge with sapphire- 
tipped dual styli. Volume and tone controls. 


Model RP1110. $69.95* 


Model RP1120 







ice 


organization in the industry, 90-day warranty on both parts and labor. 


SEPTEMBER, 



















Model AS2 


Matching Speaker/Amplifier Unit (Above) for 
Model RP1120. Acoustically balanced for com- 
plete Stereo. Model AS2. $39.95* 


Stereophonic Four-Speed Portable. Compatible 
Stereo/ Monaural cartridge with sapphire-tipped 
dual styli. Stereo jack. Twin 54-inch Dyna- 
power speakers. Loudness and continuous tone 
controls. 45-rpm spindle included. Model 


RP1120, Cocoa and beige. $89.95* 
uggested retail price. Slightly higher West and Sout/ Meth atior 1 
9., Radio Receiver Department, Bridgeport 2, Connecticut | Except 
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Series. Musaphonic 





means true fidelity—with 
all the richness in sound 
and tone you expect of 
a phonograph carrying 
the General Electric 
symbol of quality. 


Model RT1231 


Stereo-Musaphonic with Stereo/Monaural Car- 
tridge. Compatible cartridge with diamond and 
sapphire styli. 10-watt high fidelity amplifier; 
external speaker terminals. [win 8-inch speakers. 
Separate bass, treble and loudness controls. 
Tuner input jack, pilot light. 45-rpm spindle 
and tapered matching hardwood legs included 
at no extra cost. Hand-rubbed matched veneers. 
Model RT 1230. Mahogany. $149.95* 
Model RT1231. Blond Oak, $159.95* 


Progress ls Our Most /mportant Product Model RT1230 


furn 


GENERAL @@) ELECTRIC | Oe 
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VEATS ‘Shorty’ 


STATION WAGON « PANEL PICK-UP 






Only 47” tall, this new YEATS dolly is 
designed for TV 
who make deliveries by 
or panel truck. No need to detach appli 
ance for loading into the 
the YEATS 

slide into your vehicle with ease. Has 
alloy 


felt front, quick fastening 


pick-up... 
aluminum 


strap 
step glide. 





. table models. 
Folding platform is 13'/2 
« 24! 9 attaches instante dealer today! 


ly. (Platform only 


YEATS semi-fitted covers are 
made of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes 
and sizes—Write 


SEND postcard for full information 
on our complete line TODAY! 


appliance dolly 


2127 N. 12th STREET 


A PERFECT “TIE IN” SALE 


COU 























COMPLETE 


Dealers are adding profits with 
a perfect tie in sale . . . The 
Burch Air-Con Air Conditioner 
Cover. A NEW LOW COST, 
HEAVY DUTY, WATER REPEL- 
LENT CUSTOM MADE CANVAS 
COVER DESIGNED FOR SIMPLE 
INSTALLATION ON ALL TYPES 
OF AIR CONDITIONERS. THE 
SOFT, HARMONIZING GREY 
COLOR BLENDS WITH MOST 
HOMES. NOW IS THE TIME .. . 
MAKE ADDED PROFITS WITH 
AIR CON. 


a 
PLEASE SEND MODEL LISTS, PRICE LIST 


AND ORDER BLANKS FOR AIR CON 

NAME 

ADDRESS 

STATE 

B T R C Doe seen aaaaia 
COMPANY 

CANVAS MANUFACTURERS SINCE 1882 

FORT DODGE, IOWA 


| 
| 
| 
| 
| 
j city 
| 
! 
| 
| 





ratchet, and endless, rubber belt 
New YEATS folding plat- 
form attachment, 
breaking work handling TV chassis or 
Call your 


PROTECTION 
FROM SNOW, RAIN AND DIRT 


appliance dolly 














YEATS Model No 


Aluminum alloy 4. 


Height 47 ' 
Be] 


Weight 32 Ibs 


an 






and appliance men 
station wagon 


“wagon” or 
“Shorty” will 


frame with padded 


30 second 


at left, saves back- 


YEATS 





Refrigerator Cover 


sales company 
MILWAUKEE 5, WISCONSIN 


the GIMMICK 
That MOVES 
the GOODS 





Duncan Mines: 
DINNERWARE 
TESTED—PROVEN — PROFITABLE 


The positive tie-in that is the biggest promoter 
of appliance sales in America today! 
Promotionally Priced for DEALER LOADER, 
GIVE-AWAY or SELF-LIQUIDATION 
FREE MAT ADS and Promotional Aids! 
LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Today for Catalog 
Sheets and Complete Details 


Stetson China Co. 


1563 Merchandise Mart, Chicago 54, Illinois 
America’s Lorgest and Most Modern Dinnerware Manufacturer 
*Trode Mark of Hines Park Foods, Inc., Ithaco, N.Y 


Stetson Chine Co., Lincoln, tll. Licensee 
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new products 





Ronson Hood ‘N Comb dryer 


Ronson Hair Dryer 
Ronson’s “Hood ’N 


dryer features a new 


Comb” hair 
hood dryer, 
and a comb dryer which dries hair 
comb is suitable 


while it combs; 


for children’s hair and naturally 


that does not require 


curly-hair 





setting; hood dryer drys newly-set 
hair and free; used 
without hood or comb attachments 


leave hands 


dryer has many other uses such as 
drying nail polish, lingerie, gloves, 


etc.; also serves as quiet, cool-air 


available in pastel shades 
with polka-dot hood. 
Price, Ronson Corp., 31 


Fulton St., Newark, N. J. 


fan; 


$19.95. 


{am 


\i/ 





_ 


7 


Robeson-Rochester Urn 


ody ee 





Robeson-Rochester 
Urn 


Fully automatic 
pable of making from 8 to 34 5-oz. 
cups. Made of 22 gauge copper, the 
exterior is of nickel and chrome- 
plated; designed for use in the 
home, for parties, etc. 

Price, $49.95. Robeson-Rochester 
Industries, Inc., Rochester 3, 
Ms Be 


coffee urn ca- 
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Lady Schick ‘Futura 
Schick Shaver 
A new Lady Schick “Futura’ 
electric shaver is introduced by 


Schick. 


start and stop switch; designed so 


Features include a built-in 


shaver will stand on its own base 
with cord plugged in; new shaving 
head with 1-side for leg shaving, 
the other side for underarms; new 
motor floats on 12 rubber mounts 
inside case; 4 colors packaged in 
miniature hat box. 

Price, $17.50; Schick, Inc., Lan- 
caster, Penna. 








Ball-Rite Drill Kit 


Cummins 36 in 


Cummins Power 
Tools 


Cummins new line of portable 
power tools includes a % in. Ball- 
Rite drill No. 318; custom drill kit 
No. 3181 with % in. Ball-Rite drill; 
Home Mechanics kit No. 3047; and 
an All-Purpose sabre-jig saw No. 
166. 

The % in. Ball-Rite drill 
bines convenience and ease of han- 
dling of a % in. drill with extra 
capacity; operates at 
speed suitable for drilling metal 
and fast-drilling also for 
with carbide-tipped bits 
in stone, tile and fea- 
tures specially heat-treated gears; 
meshed for smooth operation; cool- 


com 


power and 


wood, 
working 
concrete; 


running motor delivers power 
without stalling; 4-finger pistol 
grip handle; housed in polished 


die-cast aluminum 
3% lbs. 

Drill kit No. 3181 features the 
Ball-Rite drill in 
metal carrying case which can be 
mounted on wall or carried; 45 
piece kit includes geared 
chuck and key, high speed bits for 
wood or metal; fine and coarse 


frame; weighs 


above Og in. 


also 
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sanding discs; lambs wool bonnet, 
rubber backing pad, grinding 
wheel buffing wheel, wire wheel 
brush, horizontal bench stand and 
arbor set. 

Drill kit for home mechanic, a 
ingly-boxed handyman’s’ work 
hop, contains 4% in. drill and more 
than 50 accessories, including a 20- 
piece drill kit; special 21-piece 
ocket wrench set, all power acces- 
ories driven by the Cummins % 

drill with gear chuck. 

All-Purpose sabre-jig saw, No. 
166 combines all features of a rip 
or cross cut saw, hand, hack, jig 
and scroll saw; cuts through 2 in. 
dressed lumber, plywood, plastics, 
leather and even metal; calibrated 
bevel quadrants permit tilting of 
aw shoe to right or left; com- 
fortable, cool handle grip; suitable 
for plumbers, electricians, pattern 
makers, etc.; comes equipped with 
2 wood blades, 1 metal cutting 
blade, Allen Wrench and wrench 
holder; special calibrated rip fence 
guide and circle cutting attach- 
ment. 

Prices, Ball-Rite drill No. 318, 
$39.95; Custom workshop’ No. 
3181, $54.95; Mechanics Kit, No. 
3047, $34.95. Sabre-Jig Saw, $39.95 
for limited time only. Cummins 
Portable Power Tool Co., Div. 
John Oster Mfg. Co., Milwaukee, 
Wis. 











Tradewind Concord range hood (top) 
Tradewind Cambridge range hood (below) 


Trade-Wind 
Ventilating Hoods 


A complete, self-contained Space- 
Saver kitchen ventilating hood line 
is announced by Trade-Wind Mo- 
torfans, Inc. 

The new line is designed to leave 
entire cabinet space free for stor- 
age by incorporating ventilator as 
an integral part of hood; more 
power is engineered into unit by 
use of twin intakes to centrifugal 
blower, at same time reducing 
noise level; “Touch Bar” fingertip 
controls located on lower face of 
ventilator housing provide 3 
speeds, also operate 2 concealed 
75-watt lights; oversized twin fil- 
ters located at either end of hous- 
ing give more positive grease and 


new products 


residue trapping action; easily re 
moved for cleaning. 

Units come in stainless steel, 
hammered or antiqued copper; 4 
lengths: 30, 36, 42 and 48-in.; 
matching metal splash plates 22- 
in. high also available. Trade-Wind 
Motorfans, Inc., 7755 Paramount 
Blvd., Rivera, Calif. 





Lady Ronson ‘'Deluxe’’ shaver 


Lady Ronson Shaver 

The Lady Ronson “Deluxe” 
shaver has 2 cutting actions— 
“Trimette” for underarms’ and 
“Beauty-Glide” contoured shaver 
head for legs; styled and design 
etched in gold with spray of pearls 
for jewelry look in white, pink or 
blue; “Peek-a Boo” package 
sheathed in satin and touched with 
gold. 

Price, $17.50; Ronson Corp., 1 
Woodbridge Rd., Woodbridge, N. J. 





Alliance can opener 


Alliance Can Opener 


Styled in chrome-plated steel 
and white hi-impact plastic, this 
automatic can opener mounts on 
any wall surface; takes all size 
cans; heart of unit is an Alliance 
motor producing 14-oz. in. starting 
torque; surgical stainless steel cut- 
ting wheel produces clean, smooth 
edge on lid; built-in magnet auto- 
matically lifts and holds lid. 

Price, $29.95 including gift box 
and wrapping. Alliance Mfg. Co., 
Inc., Alliance, Ohio, Div. Consoli- 
dated Electronics Industries Corp. 
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adventures of “OFFIE BRAND” the serviceman 


callbacks dampen service profits!... 


ALWAYS USE F.S.P. 


Factory Specification Parts 
last longer, avoiding costly 
service adjustments 


Precision made to original specifica- 
tions for RCA WHIRLPOOL appliances, 
“FSP” parts fit right and work right 
so you can do a perfect job of servic- 
ing in one call. They’ll help eliminate 
customer-irritating callbacks and 
last longer, protecting your quality 
service reputation. Don’t take 
chances. on “‘off brands,’’ see your 
RCA WHIRLPOOL distributor or 
authorized parts jobber for genu- 
ine Factory Specification Parts for 
RCA WHIRLPOOL appliances. 


FSP 


Factory Specification Parts for 
i 
eA) Whirlpool APPLIANCES 
meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of trademarks a ond RCA authorized by trodemork owner Radio Corporotion of America 











THEY LOOK ALIKE...BUT 





ARE SO DIFFERENT! 


yenuine ‘‘FSP’’ hose with- 
stands far more water pres- 
sure and heat. It resists 
deterioration even in air sat- 
urated with 4 times the 
amount of ozone found in 
any locality. 





*Tmk. 
























































































new product 


TELEVISION AND 
STEREO 





Westinghouse 1959 TV 


Westinghouse three 
1959 TV series 


try” portable sets; “Fiesta” com 


announces 
“Town and Coun 
bination console and “Celebrity” 
a special version of “Fiesta.” 
“Town and Country” 17-in. port- 
able series feature a “‘visor-mask” 
short-neck 


cabinet; lightweight; 


90-deg. picture tube; optically 
curved, tinted safety shield to re 
duce glare; twin-telescoping an 
tenna on vinyl-clad models to pull 
in distant signals; silicon rectifier 
power supply; automatic gain con- 
charcoal enamel, 


rajah silk 


trol; 3 finishes: 
antique white vinyl or 
brown vinyl. 

consoles 


“Fiesta” combination 


feature 17-in. screens, 4-speed au- 


4 


SL 


l' 


Westinghouse SonoRiser’ clock-radio 677T4 


Westinghouse Radios 
and Stereo 


Four new radios, including a 


“slim” table model 4-in. deep; twir 
radio, and 2 clock 


speake1 styles 


Westing 


introduced is 


have been added to the 
Also 


hi-fi consolette phono with stereo 


house line 
phonic sound 

In its new electronic alarm tone 
West 


oscillator to pro 


feature, called “SonoRiser” 


ingnouse uses ar 


duce a “beep” tone through the 


radio speaker; the “SonoRiser” i 


featured in a 4-tube model with 


full-face clock front that also cat 
ries a wake-up-to-music control 
5-tube 


Slim silhouette radio is a 


budget priced table model 4-in 


pace-saving cabinet, fully 


deep; 


tomatic record changers; equipped 


with built-in stereo output jack 
for conversion to stereophoni 
sound by adding a second ampli 
fier-speaker unit; low, contem- 
porary cabinets in mahogany, wal- 
nut, limed oak or fruitwood grain 
finishes. 

version of “Fiesta”, 


A special 
the “Celebrity” styled in marble 
finish for recreation rooms has an 
optional equipment a record stor- 
age rack that can be attached un 
der the cabinet. 

“Fiesta” from 


$199.95; 


Prices, $229.95: 
“Celebrity” “Town and 


Country” from $159.95. Westing- 
house Electric Corp., TV and Radio 


Dept., Metuchen, N. J. 


moulded with contrasting tapered 
radial dial; other new 
table set 


front and 


models include 5-tube 


with two 4-in. 5-tube 
clock 


buzzer alarm, automatic 


speakers, 
featuring automatic 
shut-off 
controls. 


model 


and wake-up to-music 


Among the models carried over in 


radio line are 3 transistor models, 


an AM-FM 
and 2 table sets featuring horizon- 
tal cabinets with “Wide-Fi” speak- 


ers; a 3-way portable is also con- 


model, 3 clock styles 


tinued in 3 styles. 


Stereophonic models include 


portable and consolette phonos 


equipped with flip-over dual sap- 


phire and stereophonic cartridges 








Westinghouse speaker ampli 
fier top, consolette below 








that also play conventional records 


of any speed; both portable and 
consolette have matching speaker- 
amplifier units that can be pur- 
chased separately when used with 
discs the 


stereo phono and _ its 


matching unit are interconnected 
by cord and plug arrangement. 
phono and 


Portable stereo 


matching unit styled in luggage 
type cabinets with carrying handles 
Pyroxlin 


and finished in 2-tone 


coated fabric—both have push-pull 


amplifiers with 5-watts output; 2 
6-in. speakers with hi-fi compensat- 
ing “tweeters”, separate controls 
for loudness, bass and treble. West- 
inghouse Electric Corp., Radio & 
TV Dept., Metuchen, N. J. 





series TV line 


Hoffman ‘Signature 


Hoffman TV Line 


Hoffman’s TV line consists of 12 
basic models in a variety of fin- 


ishes; included are 2 portables, 2 
table models; } lowboy consoles, 
and 4 upright consoles featuring 
solid hardwood = cabinets with 


sths-in. top and side panels 

Signature series features a tube 
life saver device for extending the 
life of vacuum tubes; powered by 
Hoffman 
series chassis for top per- 
difficult 
incorporates a new turret 


improved versions of 
Mark 
formance in reception 
areas; 
type tuner; high stability syne cir 
cuits; parallel tube heating; many 
sets have new Black Easy-Vision 
lens; Neutrex light shield to pre- 
bright 
tuning in 


washout in 
Dyna-Touch 
several models provides automatic 


vent picture 


daylight; 


pushbutton tuning keyed to lighted 
channel numbers for added con 
venience; Dyna-Touch models may 
be used with Hoffman Beamrider 
wireless remote control. 

All Hoffman Mark V sets have 
hi-fi Soundorama sound system 
using 3 and 4 speakers, brings | :-fi 
sound through a 15-watt push-p, 
amplifier and special speaker cham 
ber; matched woofer and tweeter 
speakers mounted in angled baffles 
to insure even dispersion of sound. 


Models 


Pacoima, 


Jolla and 
Mira- 


tables; 


include La 
17-in. portables; 
mar and Capistrano 21-in. 
Yosemite and Santa Barbara 21- 
in. lowboys; San Jose and Encino 
21-in. Signature 
includes Santa Rosa, Royal Oaks, 
Monterey and Bel Air. 

Prices, from $179.95 for La Jolla 
to $419.95 for Bel Air. Hoffman 
Electronics Corp., 3761 S. Hill St., 


uprights. series 


Los Angeles 7, Calif. 
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Packard-Bell 21K1-S 5-way combination 


Packard-Bell 
1959 TV and Stereo 
Packard-Bell’s “Golden Line for 

D9” includes 14 new TV receivers 
in 3 black and white series: special, 


deluxe and  decorator—all with 
110-deg. tube. 

combination, 21K1S com 
in. TV, AM radio, FM 


rec ord 


5-way 
bines a 21 
radio, 4-speed automatic 
player and stereophonic hi-fi sound 
in a console finished in mahogany, 
blonde oak, Colonial and Scandia. 

Three 21-in. color sets in console 
tyling are also included. 

Complete remote control is pro 
vided in 2 special series table mod- 
els in all decorator series console 
2 remote control systems: (1) Con 
trol Master, a 


control which provides channel se 


complete remote 
lection, volume, brightness and con 
trast controls, and a self-contained 
speaker which can be operated sep 
in unison with speaker 
Master 


with hue and color control added 


arately or 
mounted in set. Control 
is included in color line also. (20 
Wireless remote control, The Mach 
200, which 
signals to TV at 
speed of sound; selects channels in 


transmits operating 
900,000 times 
volume 


either direction; provides 


control, turns set on and off. 





Packard-Bell remote control systems 


Stereophonic hi-fi in 6 new ra 
dio-phono combinations, a new hi 


fi phono and the new stereo hi-fi 
and TV combination can be ope 
ated with any one of 3 new remote 
speaker amplifier systems or with 
any decorator series TV console; 
each new hi-fi plays monaural or 
table 


stereo discs; 2 new radio 


models—a 5-tube superhet in eb 
ony or decorator colors, and a 7 
tube AM-FM radio equipped with 
eparate built-in antenna systems 
complete line. 

21K1-S 


combination, $479.95 in all 


‘ onsole 
hard 


mahogany, blonde 


Price, 5-way 


wood < ibinets 


oak, Colonial and Scandia Danis 
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Get ready...get set 


for the biggest Snowtlake yet 


—ready to help you sell more appliances in 1958! 












ef i 





COLORFUL, EYE-CATCHING WALL POSTER 
42” x 20", featuring the Snowflake 
symbol, the White Christmas Spe- 
cial train. 


5 MERCHANDISE STICKERS 
5” x 10”—to identify major appli- 
ances on your floor and in your 
windows as Christmas gifts— with 
space for your prices. 


BIG PLAN BOOK 


to show you how to decorate your 
store, how to plan your radio and 
newspaper advertising, and other 
ways you can use Operation Snow- 
flake. This book tells you every- 
thing U.S. Steel is doing and shows 
you how to cash in on this promo- 
tion. 


REPRODUCTION ART SHEET 

of various pieces of Snowflake art 
to use in your ads, in direct mail, 
and in displays. 


ONE-COLUMN NEWSPAPER AD MAT 
for you to use in your own Snow- 
flake advertising. 

USS is a registered trademark 


BIG U.S. STEEL CAMPAIGN SUPPORTING 
OPERATION SNOWFLAKE, 1958 


e 1000-line newspaper ad in over 500 leading papers in 
more than 400 markets 


e 6 TV commercials on U. S. Steel Hour 
e Daytime TV commercials—(new this year) 
e Participation on 8 top network radio programs 


(iss) United States Steel 
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1958 


Here comes the White Christmas Special, just loaded with 
FREE PROMOTIONAL MATERIAL to help you sell 
more appliances this Christmas . . . to make this the biggest 
Snowflake you ever participated in. 

U.S. Steel’s Operation Snowflake is big...it’s powerful... 
it’s designed to help move major appliances as Christmas 
gifts. For a successful Christmas Selling Season, plan to tie- 
in now. Remember—the more you use Operation Snow- 
flake, the more your sales will increase. 


=2,..3'] SEND TODAY FOR BIG U.S. STEEL PROMOTION KIT 


=== —FREETO RETAILERS 





Mr. Robert C. Myers EM9 
Director of Market Development 

United States Steel 

Pittsburgh 30, Pa. 
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Sales and profits go up yf when you 
show Warm Morning Gas Heaters 






=—3 tO yvOur Customers. One look at 

















these feature-packed, beautifully 
styled @ cas heaters and they buy 
‘e | Proof? In 1957 Warm Morning 
Sales increased 100%, baliland 
1958 sales#are 
Big profits -felcan be 





Still climbing|! 
with 
heaters! 


yours 


lamers MOSt beautiful 


Qas 





\ Aw 


Warm Morning 
GAS WEATERS 


114 D West 1ith Street 


Send postcard today for full color catalog, 
prices, and information about co-op adver- 
tising, broadside mailing program, and other 
powerful advertising support backing WARM 
MORNING gas heater dealers. 


Manufacturer of Mlarm Marning 


Heaters and Incinerators and 
Moore's Gas Heaters 





Kaneac City 5. Missouri 




































ONE TOUCH DOES IT ALL? 





automatic can opener and knife sharpener 


Starts at the touch of a finger, and shuts itself 


off when lid is cut out. Full size electric knife 


SUING AWAY) 


SWING A-WAY MFG. CO 
4100 Beck Avenue 
St, Louis 16, Missouri 
IN CANADA: FOX AGENCIES 
PORT CREDIT. ONTARIO 


sharpener included. Contact your SWING-A-WAY 
supplier today for the only electric with the 


$27.95 


really automatic features! 


















NEW PFOMUCTS sr ano srenco 


PACKARD-BELL td 
modern 1! wal! color ets sido 
) d $825.00 according to finish 
nd tyling; stereo-hi-fi unit 
nge from $179.95 for HFP20S 1 
mahogany to $725.00 for 21RP15S 
walnut, blonde oak o1 Colonial; 
table radios $14.88 to $59.95. Pack- 


ard-Bell Electronics Corp., 12333 W. 
Olympic Blvd., Los Angeles, 64, Cal. 





Olympic 696 


Olympic Hi-Fi and 
Stereo Line 


A new line of hi-fi phono consoles 
and a complete line of stereo in- 
struments, speaker’ enclosures, 
speaker-amplifier enclosures, stereo 
conversion kits, new portable 
phonos and 3 Olympic-Continental 
imported hi-fi sets are announced. 

Included in line of decorator- 
styled and custom phono console 
units are No. 653, wired for stereo; 


No 654 and 655. self-contained 





Olympic Dual Channel Stereo hi-fi 655 


dual channel units containing 18 
and 3-watt dual amplifiers, re- 
spectively and dual speakers. 

Six basic stereo hi-fi units with 
AM or AM/FM radio are also 
shown; two of these, wired for 
stereo, feature a 3-speaker hi-fi 
sound system; “top of-line” model 
694 with 4 speakers and model 696 
with 6-speakers and 30-watt out- 
put offer dual channel, complete 
self-contained stereo units with 
dual amplifiers and dual speaker 
systems. 

Table model and console speaker 
enclosures and _ speaker-amplifier 
units are also offered to provide 


external stereo sound; portable 


SEPTEMBER, 





phono, CH-48, wired for stereo and 
CR-58 equipped with tereo Cat 
tridge and jack to connect externa 
amplifier and speaker are included 
Olympic-Continentnal line, im 
ported from Great Britain, and en 
vrineered Olympic specification 
eat ¢ new init iY evenuine 
wood lift-lid Tudor console, GB 
374 contains 4 speake1 an auto 
matic 4-speed phono witl tere 
cartridge, pushbuttor mtro 
AM-FM short-wave radio and 20 
watt p ishp ill o itput; Stuart mode 
GB375 has 5 speaker , 25-watt out 
put cpa ite ba nad treble ‘ 
tre magic eye¢ tuning AM/FM 
short-wave radio and 4-speed auto- 
matic phono equipped with stereo 
cartridge; Windsor, No. 375, has 6 
speakers, a U-watt peat output, 
separate bass and treble control 
magic eye tuning, pushbutton con 
trol, Garrard 4 speed record chang 


er with stereo cartridge and AM 
FM shortwave bands 

Price, from $99.95 for No. 653; 
portable phono models from $84.95; 
Olympic-Continental from $199.95 
to $39.95. Olympic Div., The Sieg- 
ler Corp., 34-01 38th Ave., Long Is- 
land City, 1, N. Y. 





Hoffman Hi-Fi 
Stereo Line 


Hoffman line of hi-fi 
ments includes 6 basic units: 801S 


instru 


series with 3-speaker sound, ce- 
ramic cartridge and 2 sapphire 
styli; 8001S series with 3-speaker 
sound, AM/FM tuner, ceramic car- 
tridge and 2 sapphire styli; 802AS 
series with floating sound, Garrard 
changer, frequency display scope, 
ceramic cartridge, diamond and 
sapphire styli; 8005S series with 
floating sound, AM/FM tuner, ce 
ramic cartridge, diamond and sap- 
phire styli; 8002AS series with 
floating AM/FM 
Garrard changer, frequency dis 


sound, tuner, 
play scope, ceramic cartridge, dia- 
mond and sapphire styli; and 
8003S series with 4-speaker float- 
ing sound, AM/FM tuner, 30-watt 
amplifier, record equalization, Fre- 
display separate 
monaural and stereo (diamond) 


quency scope, 
reluctance cartridges, 2 preamps. 

All models available in mahog- 
any, limed oak or Salem maple; 
802AS, 8005S, 8002AS and 8003S 
also available in walnut. 8002AS 
also comes in Cherrywood. 
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comma The Years hottest feature now 
available for all Maytag Automatics 


Ae x 
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THE NEW 
MAY TAG 
LINT-FILTER 
AGITATOR 


e An effective filter... 


e an effortless 
detergent dispenser 


e and a highly efficient 






suds pump 
sees a 
TTT? 
te ‘ 
1S 
ire t 
cel ' | 
ar- ; 
AS : 
ird y | aoc? 
| | \ a . 
wit a NORTER RENMEI Nal 
ind Model No. 142 Model No. 132 Model No. 124 


ith (Lint-Filter Agitator 
standard equipment) 





For details write, wire or phone your 
Maytag Regional Manager or Distributor 


The Maytag Company, Newton, Iowa 


NMIAY TAG 
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NOW!I—SELL HUMIDITY 
For Health and Comfort 










& 










































































PORTABLE HUMIDIFIER 


Here’s a great profit opportunity! Sell the Aprilaire 
Portable Humidifier—and you sell proper relative hu- 
midity—with a vast market of customers searching for 
relief from the discomfort and damaging, unhealthy 
effects of too-dry winter heating. High capacity (up to 
4.3 Ibs. of water per hour)...push-button control...a 
heater and fan, too. An extra sales feature—removal of 
70 % of the bacteria in the air stream circulating through 
the Aprilaire. Write for the profit story. 


RESEARCH PRODUCTS Corporalion 


Dept. 99, Madison 10, Wisconsin 





REFRIGERATOR 
- FREEZER 
HAPPINESS 


for the entire family 
means... 


MORE PROFITS FOR YOU 


Quick 
easy way 


to make pipe connections 


FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 


Model CT—with flored joint 
for copper tubing 


with the 


Knibh ZHome FREEZER 
SZ | 






Model ST— 
for pipe connections 





for mak- 


SKINNER-SEAL SADDLE TEE 


ing pipe connections. No pipe cutting or 


WHIPS-N-FREEZES Perfect Ice 
Cream—Frozen Custards— Milk 
Shakes—Sherbets—Chiffon Gela- 
tins and 101 other variations of 
frozen desserts. No ice or salt 
Approved UL and CSA and leading 
refrigerator manufacturers 


threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
Viewed by over 20 million people etc. Write for circular. 
every week on Art Linkletter's and 
Jack Bailey's Shows. Write to: 


Approved by Underwriters’ Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 



















KNIBB INDUSTRIES, INC. 


360 N. MICHIGAN AVE, CHICAGO 1, ILL. 
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NEW PFOGUCES auc anu stereo 


Additional amplifier and speak- 
er units include a table model 15- 
watt amplifier with 2 speakers, 
2ST in mahogany, Salem maple, 
limed oak or walnut; and a con- 
amplifier with 3 
3ST, in same finishes. 
Prices, from $189.95 to $625 for 


sole, 25-watt 
speakers, 
stereo lines; table amplifier and 
speaker unit from $99.95 to 
$109.95; console from $199.95 to 
$209.95. Hoffman Electronics Corp., 
3761 S. Hill St., Los Angeles 7 
Calif. 





Mardi Gras” 


Stromberg-Carlson 
Hi-Fi Consoles 


Principal new Stromberg-Carl- 
son hi-fi consoles recently unveiled 
include the “Mardi Gras’, AF-601; 
“Eldorado . AF-681 phonos; 
“Stereo Mate” consolette, SA-540 
amplifier and speaker. 

“Mardi Gras” low-priced console 
phono has “Trim-A-Door” sliding 
panel feature that conceals record 
changer and storage compartment 
and is easily removable and revers- 
ible for decorating purposes; door 
slides out, can be reversed for a 
new finish, hand painting, etc. 

Other features include a 15-watt 
amplifier with separate bass, treble 


) 


and loudness controls; 2 wide- 


range, 9-in. oval speakers and a 3- 
in. tweeter in special acoustical 
chamber with 40 to 20,000 eps fre- 
quency response; a 4-speed record 
changer has twin sapphire styli, is 
wired for stereo, and a stereo-dap- 


ter switch is provided on chassis 
for easy conversion; 3-way remote 
speaker switch provides for opera 
tion of speakers in cabinet, a re- 
mote speaker or both speaker sys- 
tems simultaneously; hardwood 
cabinet; changer compartment has 
interior light; record storage space 
or for installation of stereo ampli- 
fier; mahogany, walnut or limed 
oak, 

“Eldorado V”, deluxe phono in 
right- 
hand door that swings open to re- 


contemporary design has 
veal control center; roll-out chang- 
er drawer and record storage space. 
Glaser-Steers, record changer fea- 
tures “Speedminder” which auto- 
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matically intermixes 33 or 45 rpm 
records regardless of size or se- 
quence; turntable pauses during 
the 5-sec. change cycle to eliminate 
record surface ware; magnetic 
turnover cartridge has 1 diamond 
and 1 sapphire stylus. 32 watt am- 
plifier; separate preamp circuit; 
loudness, record equalization and 
separate continuously adjustable 
bass and treble controls provide 
hi-fi performance adjusted to room 
acoustics or listener preference; 
rumble filter, an integral part of 
circuitry; selector switch provides 
for tape or auxiliary inputs fo1 
automatic or’ manual shut-off of 
complete unit. Speaker 
incorporates 5 S-C hi-fi speakers in 
specially-designed Labra-Port acou- 


stical chamber; 30 to 20,000 cps 


system 


frequency response; woofer, 2 mid- 
range cones and 2 tweeters com- 
prise speaker system with “pres- 
ence.” A 3-way remote speaker 
switch provides easy selection of 
cabinet speaker system, remote 
speaker only or both; Eldorado V 
may be converted to stereo, as 
changer is wired for stereo car- 
tridge and a dapter” 
switch provides for choice of stere- 
operation. Available in 
mahogany, walnut or limed oak. 


“stereo 


ophonic 





Stereo Mate 


amplifier-speaker 


“Stereo-Mate” SA-540, 


channel amplifier and speaker con- 


second- 


solette contains 15-watt amplifier 
and twin wide-range hi-fi speakers 
with 40-20,000 cps frequency re- 
sponse in special acoustical cham- 
ber; special phase-reversing switch 
facilitates balancing the 2 units of 
stereo system. Similar in appear- 
ance to “New World” hi-fi phono 
model AF-502, it harmonizes with 
any decorative scheme. Rounding 
out Stromberg’s stereo equipment 
is a remote speaker cabinet SE- 
570 that includes an 8-in. wide 
range hi-fi speaker with 45-14,000 
cps frequency response in a bass- 
reflex type acoustic chamber; ma- 
hogany, walnut or cherry finish. 
Prices, Mardi-Gras, mahogany, 
$199.95; Eldorado V, $339.94, ma- 
hogany; Stereo Mate, $129.95, ma- 
hogany; and SE-570 $59.95. Strom- 
berg-Carlson, Div. General Dy- 
namics Corp., Rochester 3, N. Y. 
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brand new 








offers “home automation,” spectacular styling 


This new Caloric 36’’ Deluxe Gas Range is 
sure to be one of your top sellers this season! 
Stand-out styling will attract plenty of 
attention in your showroom. And you'll 
keep customers attentive when you quote 
this beauty’s budget-bound price! 

The cooking features will captivate cus- 
tomers, too. The Thermo-Set top burner 
offers temperature-controlled cooking . . . 


the Roto-Ray Barbequer means juicy, 
flavorful barbequed meats all year ’round. 
Spacious porcelain-enameled oven with 
silicone door seal . . . hi-lo broiler . . . hi- 
speed burners . . . and clock are other sales- 
clinching features. And remember, Caloric 
is ““America’s easiest range to keep clean.” 

For complete descriptive material on this 
new Caloric gas range, mail coupon today! 


Deluxe Gas Range 


and unequaled value! 


Caloric Appliance Corporation 
Dept. EM, Topton, Pa. 
Please send me the sales-building facts on 
the new Caloric 36’’ Deluxe Gas Range. 


NAME 





ADDRESS 





CITY ZONE STATE 








CALORIC APPLIANCE CORPORATION, TOPTON, PA. + RANGES + BUILT-INS + DISPOSER 
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Exciting, ‘xhilarating 


Fashions in High-Fidelity. .. by the 


3. V-M/‘Stere-O-Matic’® 
Console Model 563 


THE 


1. V-M/High-Fidelity AM-FM Phono 
Combination Console — Model 571 


er 4 oe 
THE GUT Es » 
2. V-M/High-Fidelity AM-FM Phono 
(@felaalolial-t4ielale Orelal-1°]|- Meee i iolel-1 ow Al 





e All Equipped for Stereo! ¢ More To See! 

More To Hear! ¢ More Features...More 

Musical Enjoyment Than Ever Before! 

Feast your eyes on fashion’s new flair . . . hi-fi by V-M! 

’ . . : ° 

By Far. Here is a spectacular choice of complete stereophonic 
- systems -furniture-styled consoles, table models and 
portables! Delightfully styled, they sound as rich and 


the Newest. magnificent as they look! See-hear these brand-new 


units and you'll agree that they're the best yet from V-M! 


Model 571 


V-M Models Yet! ii Coxlampo 


{ brilliant console with matchless musical reproduction. 
Acoustic Contour Control @ Stere-O-Matic® 4-Speed Changer with 
Stereo Cartridge Installed @ Plays stereophonic records as well as all 
standard speeds and sizes @ Deluxe AM-FM Tuner @ Stereo Input and 


External Speaker Jacks @ (Available as Model 570 without radio but 
with same deluxe phono features.) 


Most Beautiful V-M/High-Fidelity AM-FM Phono Combination Console— 


Model 571 ‘Contempo’ in blonde or mahogany $340.00 List* 
Model 570 ‘Contempo’ in blonde or mahogony.......-- .$225.00 List* 


. V-M/High-Fidelity AM-FM Phono Combination Con- 


sole—Model 571 


an a 
me (GQDUCCIO 


in exquisite console in the traditional style. 


Acoustic Contour Control @ Stere-O-Matic® 4-Speed Changer 
with Diamond Stereo Cartridge installed @ Plays stereophonic 
records as well as all standard speeds and sizes @ Deluxe AM- 
FM Tuner @ Stereo Input and External Speaker Jacks @ Powerful 
3-Way Speaker System. (Available as Model 570 without radio 
but with same deluxe phono features.) 


Model 571 ‘Capriccio’ in mahogany...........---$365.00 List® 
Model 570 ‘Capriccio’ in mahogany............-$245.00 List® 


. V-M/'Stere-O-Matic’" Console Model 563 


duthentic STEREO high-fidelity in a compact, 
contemporary console cabinet styled for 
modern listening! 


@ Stere-O-Matic 4-Speed Record Changer WITH STEREO CAR- 
TRIDGE INSTALLED! Woofer and Tweeter speakers @ Powerful 
Push-Pull Amplifier. Blonde or Mahogany finish. . ..$179.95 List* 
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. V-M/‘Fidelis’ High-Fidelity 
me lell Mh Foleo!) adalolaloyoia lola) 
Model 562 


RRL EE 


5. V-M/‘Uitra-Deluxe’ 
PeNUhcolssl-télom Oh—Jel-1-lo Ml adel acto) (-) 
edalolaleloia-telamdlelel-1 Molo iA 
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. V-M/‘Fidelis’ High-Fidelity Table Model Phonograph 
Model 562 

True musical beauty at its best! As high or as low as 

the human ear can hear, each note rings clear! 

@ Stere-O-Matic 4-Speed Record Changer @ Acoustic Contour 

Control @ Equipped for Stereo @ 4-way Speaker System ©@ 

Stereo Input and External Speaker Jacks @ Blonde or Mahogany 

$159.95 List* 


Walnut or Ebony a bit higher. Block or Brass Legs optional. 


. V-M/'Ultra-Deluxe’ Automatic 4-Speed Portable 
Phonograph Model 557 
Sleek, sophisticated and refreshingly unusual! 

@ Stere-O-Matic 4-Speed Record Changer @ Acoustic Contour 

Control @ Equipped for Stereo @ Stereo Input and External 

Speaker Jacks @ All controls located in the unique chrome handle 

for easy accessibility. Marbleized blue-gray DuPont ‘Fabrikoid’® 
$139.95 List* 


. V-M/High-Fidelity Phonograph and AM Radio—Table 
Model 1296 


Pure color... pure lines... pure tone! 


@ Stere-O-Matic 4-Speed Record Changer @ Deluxe AM radio 
with lotest circuit features @ Equipped for stereo @ Full-Range 


6. V-M/High-Fidelity 


aaalolaloroia-lolal-laloM U4 Mat-(ol le) 


— Table Model 1296 


. V-M/Portable Automatic 4-Speed Phonograph with 
AM Radio Model 1282 


Impressively different! A new lift to everyone’s 
musical life! 
@ Stere-O-Matic 4-Speed Record Changer @ Deluxe AM radio 
with latest circuit features @ Equipped for stereo @ Full-Range 
Bass and Treble controls @ Concentric tweeter cone mounted with- 
powerful extended-range 8” speaker @ Checkerboard Tan and 
Brown DuPont ‘Fabrikoid’ case. Model 1282 $125.00 List* 


. V-M/tape-o-matic® Portable Stereo Tape Recorder— 
Model 714 
@ Plays both stacked and staggered stereophonic tapes @ 
Records and plays back monaurally as well @ Separate Bass 
and Brilliance controls @ Cathoptic tuning eye @ Precision tape 
index counter @ Stereo Output and External Speaker Jacks @ 
Two-tone gray leatherette $225.00 List* 


n the West, 


YOUR CHOICE FOR MUSIC IS — 


7. V-M/Portabie Automatic 
Cee) ol -1-1o Ml ed alelaleloia-tolaMy aida) 
AM Radio Model 1282 


THE YEAR’S MOST BEAUTIFUL 
STYLING COMBINED 
WITH POWERFUL NEW 
DIMENSIONS IN HI-FI MUSIC! 


8. V-M/tape-o-matic® Portable 
Stereo Tape Recorder 


the Weice ot Music’ 
v-M CORPORATION ° BE 


NTON HARBOR, MICHIGAN — Model 714 
Bass and Treble Controls @ Stereo Input and External Speaker _ 


Jacks. Blonde or Mahogany...........0+++++++-$145.00 List* 


World Famous for the Finest in Tope Recorders, Phonographs ond Record Changers 
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Now! Presto Sweefens the Pot 


4 In Time for Your Biggest 
BEST SELLING Season! 


The Sweetest 
Market-Busting 
Cooker Deal Ever! 


6 months ago Cast Aluminum Cookers sold out on a special pro- 
motion! If you think that was hot, wait ’til you run this one! 


i 


The Sweetest 
Dealer Co-op Plan 
in the Business! 


The Sweetest 
Ad Program Yet! 


Extra impact reaching 3 times as many people! 


The Sweetest New 
Product in Years! 


Presto x. 


. ct. : = : : 2 <> =. = . 
Submersible <= *' ao 
X% 3 4 hk ' Teen er te Copatrat. Master a 


One '6'' Contre! Runs All Presto tically 


: : ’ Griddle, Pressure Cook 
orreemaker 1h iO 


““Makes perfect coffee every day @& 
because yesterday’s coffee is © 
washed away.’ Makes sweet 
profit music, too! In gleaming 
Stainless Steel .. . without seams 2 i ; 
or grooves to trap bitter coffee eo < ‘ - 
oils . . . and priced to sell at only PO WAS bic M C | t M g ee 
$24.95. Approved for submersibil- a . > plus ass Ircu a ion a azines oe 
ity by Underwriters’ Laboratories. reaching millions! a 


| Wash Completely Under was 


ke, Roost, 





@ WE built an industry with the Pressure Cooker. . . TV for big sales! 
@ WE revolutionized an industry with the Control Master 
concept... 
(2) 
@ NOW WE create a new industry with the 
world's first automatic submersible 
coffeemaker. 


NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wis. 
Makers of Presto Cookers, Canners, and Submersible Electric Appliances 
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New Products 





Dynavox Phonos 


Dynavox announces 18 new 
units—17 portables and 1 speaker 
attachment that ranges from a 4- 
speed manual phono to a 2-piece 
stereo portable. Highlighting line 
is a completely — self-contained 
stereo 4-speed automatic portable. 

Of 3 stereo portables 2 are self- 
contained, the third includes a 
speaker enclosure attachment 
which is included in the retail 
price; all Dynavox stereo units are 
compatible, can reproduce from 
hi-fi, or L.P. records. 

No. 887 portable has a 10-watt 
peak dual amplifier (5-watts each 
side) 4-speaker system (2 woofers 
and 2 tweeters) detachable speaker 
lid and 15-ft. cable; also includes 
a VM deluxe 4-speed stereo hi-fi 
automatic record changer with 2 
sapphire styli; luggage type carry- 
ing case of solid plywood, finished 
in various color combinations. 

In addition to above, 4 4-speed 
manual record players, 1 manual 
hi-fi; two 4-speed automatic record 
player attachments (a hi-fi and a 
stereo) two 4-speed automatics; 
3 hi-fi 4-speed automatics equipped 
for stereo conversion; 2 radio- 
phono combinations; a_ transcrip- 
tion record player and a 4-speaker 
enclosure unit. 

Prices, from $19.95 for a 4-speed 
manual phono to $179.95 for a 2- 
piece stereo portable. No. 887, 
$99.95. Dynavox Corp., Long Is- 
land City, N. Y. 


G-E amplifier-speaker AS-2 


G-E Amplifier- 
Speaker 

An amplifier-speaker designed 
for use with G-E’s stereophonic 
portable phono RP1120 is an- 
nounced. Model AS-2 provides sec- 
ond sound source for stereo record 
playing with the RP1120 phono; 
its matched components provide 
full fidelity in stereo sound with 
minimum distortion; styled in 
pyroxylin coated fabrics on wood 
frame; features twin 5% in. G-E 
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When you sell Remington Shavers 


EVERYBODY 
WINS 


in the new *160,000 Share of America Contest 












































YOU WIN, TOO 























CUSTOMERS 408 PRIZES FOR DEALERS * 

WIN FIRST PRIZE................ $1,000 
sit SECOND PRIZE.............. 500 

408 PRIZES — orn Sas 250 














Total value, $160,000. 4th THRU 8th PRIZES....EACH 100 
Each prize doubles if a NEXT 400 PRIZES. .... FREE SHAVER 


Remington Shaver 
is purchased during the A prize for every bonus-winning 












































contest period. This shaver sold, when you... 
turns contestants into ¢« Agree to make your store contest 
customers. Those who headquarters * Use promotional 








buy shavers can win a pieces and offer entry blanks « Dis- 
bonus of up to $25,000! play Remington Shavers. 














* Subject to federal, state and local regulations 


















. Last year’s Share of America Contest was the biggest sales-builder 
REPEATING REMINGTON’S are a aeadeiaee 


in shaver history. 48% of all contestants — 90% of the winners — 












bought shavers! 

SENSATIONALLY SUCCESSFUL Sinscncneaicrne 
1958’s Share of America Contest will again set new sales records. 
SHARE OF AMERICA CONTEST — So get your share of the extra sales, greater turnover. Get full details 


from your REMINGTON SHAVER DISTRIBUTOR or your local 


CASH IN ON REMINGTON’S FABULOUS NATIONWIDE 
PROMOTION — GREATEST IN SHAVER HISTORY... 


NETWORK TV...“GUNSMOKE,” AMERICA’S #1 TV PROGRAM 


NATIONAL MAGAZINES! LIFE, LOOK, SATURDAY EVENING 
POST, READER’S DIGEST...PLUS COLLEGE NEWSPAPERS 
CO-OPERATIVE ADVERTISING FOR YOUR LOCAL NEWS- 
PAPER, RADIO, OR TV STATION 










































THESE 3 SHAVERS CAN HELP YOU 
... AND YOUR CUSTOMERS... WIN! 


Remington Frama ccc saver 


DIVISION OF SPERRY RAND CORPORATION, BRIDGEPORT 2, CONNECTICUT (== 
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Power-Packed with Sales Appeal for Greater Profits ! 


Rader-lighk » BURGESS 


WITH THE EXCLUSIVE Seereecccooeseceoooccs 





Ms 


o 










FAST MOVING 


Gh ) 
~* 


= ah All Radar-Lights 
feature exclu- 

. sive seporated 

Nat - bal head and bat- 
{ tery design. 

¢ Eliminates cor- 
a rosion, rust! 
Powerful battery sealed in 
steel, leakproof, weatherproof. 


RETAIL BATTERY: $2.45 


Ingenious utility, 
light! 40,000 can- 
dlepower beam vis- 
ible half-mile. Red 
flashing light visible over 1 
mile. Perfect for auto, home, 


eeeeeeeeeeeeeeeee 
Cees eeeseeeeseeeeeeeeteeese 


























































camp. Ceoececescccccocceceee 
T i ° 
aii RETAIL: $12.40 with Radar t 
Battery cA 
| et geAR 
/ F ~\ 
/ . Big extra profits 
Radar-Lamp with America's fn 
} }j est focusing lan 
There's a big demand for “ j tern. Long beam 
this safest portable light! .- ¥, r or flood of light 


)bsoletes flame-type lan- Rugged, compact 
terns. Chrome finish lamp 
with French Grey battery 
or copper finish lamp with 
Rust-Tone bottery. 
RETAIL: $8.95 with 
Battery 


CORROSION PROOF 


Because of Separated Head and 
Battery Design 


pete: “Gare’e e Brand New Profit-Maker | 
BURGESS COMPLETE BOAT-LITE KIT 
Easy to Sell—Convenient to Buy 


Everything to meet Coast Guard Requirements for lights on 
smal oats. Anod 





RETAIL: $6.95 with Battery 


CORROSION PROOF 


Because of Separated Head and Battery Design 
NATIONALLY ADVERTISED 
Pre-sold for you! Consumers TOLD and SOLD 
by continuous advertising in leading maga- 

zines, newspapers, Sunday supplements, 


eeeeeeereeee eee eee eee eeeeeeeeeeee ‘eee eeeeees 
RETAIL: 
$17.95 
Complete 





4ized special aluminum alloy parts resist fresh 





cn salt water otmosphere oS 
BURGESS MAKES THE COMPLETE LINE 

Batteries For: Flashlights, Lanterns, Toys, Ignition, Telephone >< 

Radio, Model Ignition, Photo-Flash, Hearing Aids, Industrial or 

Electronics. = 









GURGESS BATTERIE 


BURGESS BATTERY COMPANY FREEPORT, ILL. + NIAGARA FALLS, CANADA 





ILLUMINATING 
GLASSWARE 


Bargain buys from 


SAMINEX 


Warsaw, Poland 
Plain... Colored... 
Decorated Lamp Bulbs 
In a variety of modern 
shapes 


Exporters and Importers of 
MINERALS AND MINERAL PRODUCTS 


For information contact: 











Commercial Counsellor, Polish Embassy 
2125 Leroy Place, N.W., Washington, D.C. 


NEW PFOGUCtS srencosue: Pronos 


G.E. STEREO (cont'd 


Dynapower speakers, separate 
loudness and continuous tone con- 


trols; a pilot light and 10-ft. cord 


with polarized jacks. 

The radio 
also announces a change in 2 phono 
stereo portable 1120 and 
table 


receiver department 


models: 


stereo Musaphonic model 





(RT-1230) 


or blond oak (RT-1231) now have 


available in mahogany 


compatible stereo cartridge neces- 
sary for playing stereo records al 
ready installed in phono at no 
extra cost 

In RP-1120, the stereo cartridges 
has sapphire-tipped dual styli; in 
RT-1230 and RT-1231, the car- 
tridge features a sapphire stylus 
for 78 rpm and a diamond stylus 
for the other 3 speeds. 
AS2, 
General Electric Co., Housewares 
and Radio Receive Div., Bridge- 
port, Conn. 


Prices, amplifier $39.95. 





Steelman stereo-hi-fi portable 2-2221 


Steelman 1959 Hi-Fi 
and Stereo 


Steelman 1959 line of phonos, hi- 
fi and stereo portables and consoles 
feature a new control system that 
makes stereo home amplifiers easy 
hi-fi; 
“ABC” or automatic binaural-bal- 
ance control, the key feature of the 
Steelman system is that one treble 


to operate as any called 


control and one bass control suffice 
for both amplifiers; loudness and 
other functions are also unified 
and the ABC circuitry automati- 
cally assures even performance on 
both channels; no need for sepa- 
rate controls. 

20 new phonos and hi-fi sets plus 
matching stereo speakers comprise 
the 1959 line and include a fully 
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stereophonic console line and ster- 
eo portables and consist of 4 man- 
ual 4-speed units; a radio-phono 
combination; 4-speed automatic 
phonos consisting of 3 fully auto 
matic monaural phonos, a _ radio 
phono combination; an automatic 
equipped with stereo cartridge and 
jack; 2 automatic stereo portables 
with dual channel amplifiers; 3 
phonos; an AM 
phono combination, and 4 FM-AM 


radio-phono 


stereo console 


combination 


stereo 


consoles. 





Steelman ‘Emperor’ 2-654] 


Deluxe “Emperor”, top of Steel- 
man line features a stereo-phono 
FM-AM tuning 
stereo broadcasts on one unit. 

Also included is a complete line 
of auxiliary matched stereo speal 


radio permitting 


er systems for perfect balance. 
Prices, from Steelman 

Phono and Radio Corp., 716 5 

Columbus Ave., Mt. Vernon, N. Y. 


$99.95. 





Magnus electric organ 


Magnus Organ 

Magnus Chord Organ can be 
played on sight by anyone even 
without musical education, accord- 
ing to the manufacturers. 

A table model rendition of larger 
church organs, it is available in 
walnut or blond mahogany hard- 
wood cabinets with gold-tone con- 
trol panel; weighs 18 lbs; produces 
cathedral-like tone in home use vol- 
ume. 

DeLuxe model is equipped with 
microphonic pick-up and _ phono- 
jack for extra amplification in 
churches etc; electrically operated, 
the instrument produces tones by 
utilizing controlled forced air blow- 
ing through reeds; covers 3 octaves, 
has 37 keys and 12 chord control 
buttons; each button in chord sec- 
tion produces harmonic combina- 
tion of notes enabling a non-musi- 
cian to play chords with touch of 
a finger; music book with 25 songs; 
additional books $1.50 extra. 

Price $129.95 Magnus Organ 
Corp., 100 Naylon Ave., Livingston, 
N. J. 
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for only 


NOW you can sell a complete, 2-cabinet, 
compatible stereophonic system 





$299.95 


..less than the price of monaural hi-fi! 


STEREO EXTENSION 
SOUND SYSTEM SCO4 








Re 
ind bisque oak grained finishes 


LVANIA 


STEREO CONSOLE 4397 
matic intermix phono 
peakers in acoustical ca 


ord storage space. Mahe 





speed 

Dual 
binet 
gany 









i ) 
! ’ 
Ay AN 

‘\ 
vy) 
‘ 








POOQOODOO Mi Hilli 


ONLY $299.95* FOR BOTH: TWO MATCHING CABINETS, 
PERFECTLY BALANCED SOUND, FORM A COMPLETE 


SYLVANIA STEREO EXTENSION SOUND SYSTEMS 


combine with any Sylvania Stereo phonograph 


Model SCO4: 12" buss 
ind 5” treble speaker 
with separate controls 
ind stereo input jack. 1 
watt output M thogany 
and blond oak grained 


finishe 


Stereo Console 4792 
i-speed automatic 
intermix phono. AM-FM 
radio. 15", 10” and dual 
speakers. 20-watt 
amplifier. Mahogany, 
bisque oak and fruitwood 


eneer 


Stereo Console 4791 
4-speed automatic 
intermix phono. Drift 
free AM-FM radio. 12 
and twin 5" speakers 
Mahogany, bisque oak 
and fruitwood finishes 


SYLVANIA ©OOOOO 
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Model SCO3: &” bass 
and 5” treble speakers 
with separate controls 

and 15-watt output 

Mahogany and blond 

grained oak finishes 


Portable 


Stereo consolette 

4312 4-speed Hi-Fi 
intermix phonograph 
Balanced 10” and 4” 
speakers deliver new “in 
the room” realism 
Mahogany and bisque 
oak finishes 


Stereo Console 4398 
1-speed automatic 
intermix phono. Sets the 
pace in its class. 12” and 
dual 5” speakers. 
Mahogany or bisque oak 
grained finishes 
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STEREOPHONIC SYSTEM WITH 25-WATT POWER 


Realism in Sound Reproduction: 


Eve 


sry Sylvania stereo instru- 


ment (including the low-cost 
portables) brings a new depth 
to all records and gives a thrill- 


ing 


dimension to stereo disks. 


Realism in Styling: Beautifully 
styled cabinets come in mahog- 


any 


ven 


Stereo Portable 
4419 4-speed 
automatic phono- 
graph. Powerful 
amplifier, separate 
tone controls, stereo 
cartridge. Dual 
speakers. Luggage 
case in brown and 
white 


, bisque oak and fruitwood 
eers and finishes. 


Realism in Pricing: From high 
fidelity portables to the deluxe 
models, every Sylvania phono 
graph has been priced to let you 
offer outstanding values 


Realism in Profits: An opportun- 
ity to cash in on one of the best 
values in stereophonic Hi-Fi— 
1958's runaway success in 
home entertainment. 


AT YOUR DISTRIBUTOR’S 
NOW 


Stereo Portable 





4416 4-speed 
automatic phono- 
graph. Stereo 
cartridge, Hi-Fi 
amplifier, dual 
speakers. Luggage 
carrying case in 
copper 





and white 


lik Pitlitiy 
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MERCHANDISING 


SUPPLEMENT 
PRODUCTS - SERVICES 


FOR MORE SALES — MORE PROFITS 












=fASTEST .* 
TO BOTH COASTS! 










Since 1899— 
Dependable 
Freight 

Forwarding 
at Low Cost 


LIFSCHULTZ 
=FAST FREIGHT= 


NEW YORK + BOSTON + BALTIMORE « PHILA. 
NEW HAVEN + BLOOMFIELD, N. J. 
SPRINGFIELD, MASS. - CHICAGO - MILWAUKEE 
LOS ANGELES + SAN FRANCISCO 





FAMOUS 
Permanently splices broken 
wires and coils in electri 
ppliances, automotive and 
ndustrial equipment. Make 
repairs and splices q : 
cheaply. 5 Sizes 





Just insert wire 
ends and crimp 
tight with ordinary 
pliers 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace Lafayette, California 


WRITE FOR CATALOG 
& FREE SAMPLE 








SEARCHLIGHT 
SECTION 


SELLING: - MERCHANDISE 


empLoymMenT: ‘OPPORTUNITIES'’ -susiness 








Large French Factory 
Manufacturing 
Washing Machines 


Is interested in securing license rights 
for ail potents covering housenoid 
appliances 


Write to No. 1331 


SWEERTS 


P.O. Box 269-09 . Paris, France 











4DDRESS BOX NO. REPLIES TO: Box No. 


Classified Adv. Div. of this publication 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 1 
CHICAGO 11 520 N. Michigan Ave 
SAN FRANCISCO 4: 68 Post St 


SELLING OPPORTUNITY OFFERED 
Salesman .. . 


bers, chains and industrial accounts. SW-8584 


Electrical Merchandising 


All territories, to sell nationally 
known line of flashlights and batteries to job- 





WANTED 





Anything within reason that is wanted in the field 
served by Electrical Merchandising can be cuickly 
located through bringing it to the attention of the 


thousands of men whose interest is assured be 
cause this is the business paper they read 
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New Products 


Ry ‘ 





Motorola ‘’Profile’’ 5112 


Radios 


Table radios in thin-line styling 


Motorola 


and a clock-radio with pushbutton 
controls are features of 1959 Mo 
torola home radio line. “Profile” se- 
ries of 4 basic table radios measure 
312 in. deep 8 in. high and 12 in. 
wide, combining sculptured polys 
tyrene with texture covered metal; 
molded front has antenna outside 
cabinet for more sensitive recep 
tion, located above speaker at top, 
as part of frontal design. 

Model 5T12, 4-tube plus rectifier 
“Profile” set has mahogany colored 
molded cabinet and textured back 
covering; also available in antique 
white front and green back, carna- 
tion pink with grey back or wedge- 
wood blue with antique white. 

No. 5T13, in pink with metallic 
wood-grained finish; maple sugar 
with black and gold; No. 5T14 
comes in willow green and antique 
white or antique white with goat- 
skin texture; No. 6T15, a 5-tube 
plus rectifier model with tuned IF 
stage in tan or brown with tor- 
toise shell leather texture, or brown 
with tortoise texture. 

Cali- 
fornia mahogany or Swedish oak; 
No. 5T11, in antique white, willow 
green or flame starts table radio 


No. 5T25, in Imperial or 


line at $19.95 in mahogany; No. 
10T28, AM/FM _ 2-speaker 
with 8 tubes plus 
hand wired chassis, 3 finishes: Im- 


radio 
rectifier has 


perial or California mahogany or 
Swedish oak. 

In a variety of 13 colors and 
color combinations, the 1959 clock- 
radio line includes pushbutton con- 
trol model 5C16 with 
loudness control 


separate 
added—controls 
include: slumber switch; on-off but- 
ton; wake-up-to-music; alarm; and 
loudness control makes the fifth 
pushbutton. Antique white, or 
mocha and antique white. 

5C11, low-priced model in black 
polystyrene features direct tuning; 
wake-up-to-music switch and Tele- 
chron clock with sweep second 
hand. 
include PLAcir 
STAcir stacked 
Ferrite 
extended range Alnico 
“Golden Voice” speakers. 
$24.95 for 5T12 
“Profile” in mahogany to $99.95 
for 10T28. Clock-radios from $24.95 
to $44.95. Motorola Inc., 4545 W. 
Augusta Blvd., Chicago, 51, Il. 


Basic features 
plated circuitry; 
circuits; Vernier tuning; 
antennas; 


Prices, From 











BRAND NEW 
in the UNITED STATES 





“KLEENETTE” & “KLEECAR” 
Unique hand-brushes that vacuum up 
the dust they brush off! 


Perfect for clothing, curtains, upholstery and furs! Spe- 
cially designed suction-action cannot harm delicate fab- 
rics. These fabulous little brush-vacuum cleaner combina- 
tions weigh only 24 oz. (size: 744’ x 4” x 4’). 
ETTE operates in any home on 110 volts. KLEECAR has 
12 volt motor and cigar-lighter plug for auto use. Best 
sellers in Europe, these rugged, service-free appliances are 
made by LESA of Milan, Italy, one of the oldest and most 
electro-mechanical 
literature and information, write to: 


LESA OF AMERICA Trading & Mfg. Corp. 
11 West 42 St., New York 36, N. Y. 


reputable 






KLEEN- 


manufacturers. For free 








Good service makes good customers 





You sold the appliance on your show- 
room floor, but when you deliver it, 
you’re selling yourself. You want her 
to remember you with pleasure—how 
you protected her new appliance and 
woodwork against bumps or scratches. 


The water-repellent canvas jackets 
and soft flannel linings of Webb Sling- 
abouts" give her, and you, that pro- 
tection. Webbing handholds help you 
maneuver appliances safely and 
smoothly into place. 


‘Sag SLINGABOUTS 





Webb Manufacturing Co. 
2918A N. 4th St., Phila. 33, Pa. 


C) Refrigerator C) Freezer 


FIRM NAME 





STREET 





C] Dryer 


CITY 


For Radio, TV, Air Conditioners, 
ask about Wrapabouts® 


Send price of Slingabout or Wrapabout for 


Model + ___Make aE ne 
(1) Range C) Washer (specify) 
ATTENTION: — 


ZONE STATE 
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Needed: Specialty 
Selling on Television 


Isn’t it a shame that door to door sell- 
ing is gauche; that in-the-home selling is 
passe; and that TV marketing has become 
so sophisticated that it has removed the 
margins needed for specialty selling? 

It is a crying shame. A touch of that 
old time religion in 1959 could push the 
TV business back up where it should be 
The product development departments 
have packed more value into the 1959 lines 
than we’ve ever had. The picture they’ve 
put on the 1959 TV screens makes all but 
the last few years of TV pictures pale by 
comparison. If the consumer only knew 

was shown—how pale his present pic- 
ture is, we’d have small trouble picking 
up the slack in the rising TV curve we've 
suffered since the 1955 high of 7.4 million. 

Not too long ago, we’d have had our 
salesmen on the street lugging a new 
portable door to door. We’d have had them 
comparing the difference right in the 
home. We’d have had them coming back 
to the sales manager to report that “she 
let me set it up right on top of that old 
monster of a set. And our picture popped 
right on. You know—sharp. And theirs 
looked as though it was coming through 
a dirty dish towel. She was amazed. r 

But sophisticated advertising has re- 
placed selling. Copy is so subtle that it 
does only part of the job required in the 
replacement market TV has just entered. 

Madison Avenue says only, “This is a 
Better than what? How 
soft can obsolescence selling get? Why 


better picture 1a 


slide obliquely into the point when the 
faults of old TV can be dramatized ? 

We can’t have live side-by-side com- 
parison in print media, of course. But 
can’t we aim more imaginatively at the 
sagging lines of TV as cosmetic copy 
does with miracle creams? 

How long has it been since copywriters 
lived with five-year-old TV sets? Seven- 
year old pictures? Have they seen side- 
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by-side comparisons of new TVs with 
15-inch, non-aluminized tubes driven by 
13,000 volt chassis in cabinets the size of 
automatic washers? Do they realize how 
little the old set delivers in picture and 
sound quality compared to today’s sets; 
how much fuss the new sets eliminate? 
Do we? Have we shown anybody lately? 


A Vote of Confidence 
From the Consumer 


For several months now we have been 
calling attention to the steadily improving 
selling climate at the retail level. In July, 
for instance, our “Spotlite” column noted 
a “perking up” of business and in August 
we reported that “you can’t miss the pro- 
nounced air of optimism which pervades 
the industry.” 

It’s reassuring, then, to be able to call 
attention this month to a respected eco- 
nomic barometer which confirms these 
earlier opinions. We’re referring to the 
latest survey of consumer attitudes by the 
Survey Research Center at the University 
of Michigan which is reported in some 
detail in “Economic Currents” on page 25. 

Marketing men agree that in the past 
there has been a remarkable correlation 
between consumer attitudes as reported 
in this continuing survey and the sales of 
durable goods. That’s why it is particu- 
larly encouraging to note that the most 
recent survey indicates that consumer 
confidence has improved since the first of 
the year. In particular, many will read 
special significance into the finding that 
the individual consumer now feels his own 
personal financial condition is improving. 
Thirty percent now feel that they will be 
better off a year from now; at the begin- 
ning of the year only 28 percent felt that 
way. 

There are other detailed findings in the 
article on page 25 which make it “must” 
reading for anyone concerned with mar- 
keting consumer durables. In assimilating 
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these individual findings, however, one 
might easily overlook the most significant 
conclusion to be drawn from the study. 

It is simply this: for ten years the con 
sumer has shown a sense of confidence 
and security and this “has not been sig- 
nificantly affected by the recent reces 
sion.”’ The consumer, apparently, does not 
feel that a depression of the magnitude 
of the 1930’s will happen again. 

Could the industry ask for any bigger 
vote of confidence in its future? 


There Has To Be Vision 


Vision is not the exclusive domain of 
dreamers. There are doers who blend cour- 
ageous, trail-blazing thought with their 
daily activities. Anyone who experienced 
the action-packed week at the fourth In- 
stitute of Management sponsored by 
NARDA this summer saw this dynamic 
mixture come to life. 

Over 100 “students” subjected them- 
selves to the rigors of an Ivy Halls sched- 
ule. Most were appliance-TV dealers. 
These students knuckled down to a week 
crammed with work. 

Countless dealers missed this experi- 


, 


ence—some because they were selling air 
conditioners, others because travel prob- 
lems seemed too formidable. But there 
was a vast army of dealers who appar- 
ently just didn’t care. 

To these thousands of dealers, there is 
only this to say: Stop bemoaning your lot. 
The Management School of NARDA is 
pointing the way out of the jungle. Make 
use of it. 

To encourage such use, ELECTRICAL 
MERCHANDISING is offering a scholarship 
for the 1959 Institute for the best essay 
by a past student on “What this school 
has done for me.” 

The enthusiastic answers to that ques- 
tion by previous students are the best 
reasons in the world why dealers should 
begin planning—right now—to take ad- 
vantage of this educational opportunity. 
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Here’s to the great middle class...there are so wonderfully many of them. 
Some dealers go for the lowest-dollar-deal on the street (which is called going 
for broke). And some dream of a high-ticket heaven. But most dealers sell 
to the dig market that will pay a /ittle more to get a Jot more—and they’re 
the ones we build the Hamilton ‘300’ for. The ‘300’ was designed to meet the 
taste of this huge middle market, and priced to meet their budgets. Automatic 
dryers and a range of washers with attractive step-up features. Just right 


for doing business on the street where most folks live. ‘300’ by Hamilton. 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 





Product, Pricing, Promotion Make 
New Kelvinator Laundry Program 





You Should Know Before 


Nain Facts : 
ain Facts | ~ | 
ie Washing Mac hine 


i r atic 
Buying Any Autom 


t t : —_ 7 first 
N THOUSANDS : | I ¢ Hs nt of 
still i ed . sn I ’ 
. . rs } 1 + det 
+} the . with the tI t ' 
¢ eve } + nd 








/ ; mane <} 
ey \ It 
' so ae ol 
K ; ; 
' W ' 
Kel } 1 
a 
if 
; Ke t} 
oe te Howev 
K al 
Ml | lie 
ee | ite 
> t 
yb . 1 . : 
1 it EnerJETic A erJETic Action 
1 ‘ ! t ; the ishing actio! 
vee ' t KELVINATOR 
the “M M D D Michiga 
th re 








EYE-OPENING Reader’s Digest advertisement spearheads the most potent 
advertising and promotional program in Kelvinator laundry history. 
Millions of prime prospects will read its convincing, timely news about 
automatic washers, first in the Digest. then in other huge circulation weekly 
and monthly magazines. All the more reason for you to display Kelvinator 

. sell Kelvinator ... and let your Kelvinator District Manager show you 
how to cash in on this golden selling opportunity with TPIR. 


Only what’s best for our dealers 





is good for 








Kewnator « x7 


Division of American Motors Corporation, Detroit 32, Mich. 


A SMASH HIT! 


Enthusiastic Dealer Reception 
Greets New 1959 Kelvinator Line! 


Kelvinator laundry equipment is the line to sell this 
year! That's the consensus of dealers everywhere who 
have previewed this new 1959 balanced line of washers 
and dryers. 

Today, Kelvinator ends buyer confusion about laundry 
equipment claims by presenting the plain facts about 
Kelvinator’s many exclusive new features in straight- 
forward language that Mrs. Housewife understands 
all in an entirely new sales-impelling approach to 
laundry advertising and promotion. 


All this and TPIR, too! * What is TPIR? 
Briefly, it is the answer to what every dealer wants in 
the product he sells. It means 
THE PRODUCT IS RIGHT 
THE PRICING IS RIGHT 
THE PROMOTION IS RIGHT 
THE PROSPECT IS RIPE 
Get all the interesting details about TPIR and the new 
1959 Kelvinator laundry program and line from your 
Kelvinator District Mlanager soon. Learn what Kelvin- 
ator can mean to you in Fifty-Nine! 
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ANIMATED PRODUCT-TOP DISPLAY urges prospects to step-up and 
find out the facts. This is just one of the 54 pieces in the complete 1959 
Kelvinator laundry display and store trim package that will give 
your store a festive appearance. In addition, Kelvinator makes 
available every proven form of retail selling aid, including novel sales 
closers, contests. jiggle puzzle give-aways, Radio-T\ spots. ad mats. 
everything. P.S. Don't forget to ask your Kelvinator DM about TPIR! 


American Motors M-ans Live Better 





More for Americans 


